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Ss 1. FIVE COLGATE ACCOUNTS MOVE: 


SURVEY 


ORGAN 0 F i'SH ADVERTISING 


.» UNDERWEAR, corsetry, stockings, footwear, 
coametics, conf --. and a host of similar 
_ produets ' They rly want the best of these 
things and are prepared to make sacrifices to 
secure them, because they continually see them 
associated with the people they most admire-—the 
celebrities of the cinema world. 
Whe are they? The 1,000,000 enthusiastic 
female readers of PICTUREGOER in the buying 
age groups 16-44. This young and vital readership 
pe dacs susecptible to your sales story— 
you reach it for only 442d. per 1,000 female 


readers per page. 


622,000 female 
but 818,000 are 25 and ever—proof that 
PICTUREGOER retains its unique in- 
fluence upon a large secticn of the 


female public well beyond teen-age. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96 LONG ACRE, 
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Write for the 
new ROE 


Brochure on 


OUTDOOR 
ADVERTISING 


‘Gripes’ from 
‘down-under’ 


Sik, Being a media manager 
for one of Australia’s biggest ad- 
vertising agencies, | read wilh 
yreat interest the article “should 
trade papers give 15 per cent?” 
(February 26). 

It would appear that the writer 
of the article has exactly the same 
outlook as 90 per cent of trade 
papers in Australia. 1 humbly 
suggest that most publishers of 
trade papers have not heard of 
the word “co-operation.” 

I list below some of the un- 
necessary “gripes” we have with 
trade publications, 

1. We are not kept fully sup- 
plied with the latest rate and 
mechanical details. Indeed only 
too often we renew orders (on 
time), only to be told that the 
rate has increased and that the 
client was told. 

2. Representatives, when they 
do call, are usually without a clue 
and invariably the only facts 
they know are the name of the 
paper and the frequency with 
which it is published. 

3, Even when an order has ex- 
pired, they continue to insert ad- 
vertisements when — invariably 
there’s a good reason for the 
order not being promptly re- 
newed. 

4. They fail to supply proofs 
when requested, or else supply 
proofs with a note to the effect 
that corrections will not be made. 

5. They advise the client of 
special issues and not the agency 
and then wonder why material is 
not ready for an advanced dead- 
line. : 

In fact, if trade publications 
regarded agencies as friends and 
clients it would be better for all. 

Naturally the above comments 
apply to conditions in Australia, 
but I venture to suggest that they 
apply equally as well in England. 


MepiA MANAGER 
(Name and address supplied.) 


il 


To The Editor... 


Moral aspect of 


public relations 


Sik,--l read with interest a 
jeader on advertising which ap- 
peared 19 the Observer fe- 
cently, Unlike the views of 
Ancurin Bevan expressed at the 
recent Advertising Association 
Conference, the leader writer 
considers that there is nothing to 
be said against advertising as 
such, and acknowledges it to be 
an established and sometimes 
entertaining part of our industrial 
civilisation. He stated that an 
advertisement, to be morally 
acceptable, must be clearly recog 
nisable as such. 

I beg to differ on this issue, as, 
though | hope that |, and my col 
leagues, closely observe ethical 
standards in the conduct of pub- 
lic relations, we do not apologise 
for publicising various concerns 
with the co-operation of journal- 
ists. This does not mean that 


IN THIS ISSUE— 
Packaging Survey — page 642. 


NEXT WEEK: Copytaster sums 
up the Raymit exercise, 


newspapers shape their editorial 
matter in the interests of their ad- 
vertisers. Ihe test that the 
journalist has to apply is to ask 
himself, “Is this news, or has tt 
an interest value to a large sec 
tion of readers?” It is our duty 
to seek out the news, carry out 
the necessary liaison work, pro- 
vide the background material and 
facilities, and give every possible 
assistance. The journalist is of 
course free to use his own initia- 
tive and write the story in his 
own style. 

Are we to assume that, because 
some industrial concern happens 
to spend many thousands of 
pounds through the advertising 
columns of the press, that they 
should not be editorially men- 
tioned”? 

While well aware that news 
paper men are not bought by ad- 
vertisers, it must be remembered 
that it would be quite impossible 
to produce the daily and weekly 
publications, of which we have 
reason to be so proud, if it were 
not for the advertising revenue. 


D. BARRINGTON-HUDSON, 
Director and General Manager, 
Editorial Services Limited. 


Lt.-Col. P. C. Burton 


memorial fund 


Sin, -We are among the host 
of old friends of Percy Burton 
who tee! that the dear Memory ol 
him should be preserved by some 
tangible and enduring souvenir, 

It is suggested that a memorial 
fund be raised and made widely 
known, so that all who esteemed 
him as we did can indicate their 
feeling by contributing. There 
must be many such amongst your 
readers, and we therefore venture 
to ask the favour of a little of 
your valuable space to reach 
them, 

[he money collected wil] form 
a “P.C.B. Memorial Fund” and 
will be given to the National Ad- 
vertising Benevolent Society to 
mark his long association with 
advertising. 

[here is no need to extol him 
or recommend this suggestion to 
any who knew him. It only re- 
mains to add that small subscrip- 
tions will be welcome and that 
none should exceed five guineas. 

Cheques and postal orders 
should be made payable to the 
“P.C.B. Memorial Fund” and 
sent to the hon. treasurer, Sir 
Harry Peat, G.B.E., K.C.V.O., 11 
lronmonger Lane, London, EB.C.2. 


Puitie Gee, 
Lestiz Harwoop. 
HARRY PEAT, 
GERALD F. ROBERTS. 


Encouraging the 
will to want 


It seems surprising that 
no mention has been made in 
the great volume of correspon- 
dence and articles on the subject 
of commercial TV, of the pos- 
sible increase in general produc- 
tion which may result from its in- 
troduction to Britain. 

If our people are made “to 
want things” more they may be 
prepared to work harder and 
longer hours so that they can 
obtain the latest household knick- 
knacks which they have seen 
powerfully demonstrated by what 
is acknowledged by many in 
America as the best selling 
medium, 

foo much emphasis in the con- 
troversy is being put on ethical 
standards, when it is obvious that 
these standards will soon collapse 
if we get mass unemployment. 
This is the great danger we must 
avoid and anything (subject to 
reasonable safeguards) that tends 
to keep the wheels of industry 


SiR, 


calling every month on 
every Trade Buyer... 
. . . and staying there 


UNDER 
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73 Grosvenor St., 
London, W.1 


WEARS 
INGS 


running faster should surely be 
given a thorough testing before 
it is banished from our economy, 
W. G. D. Sortry. 
Willings Press Service Ltd. 


Calling the tune 


Sik, What Mr, Hartshorne 
(June 11) apparently fails to grasp 
is that he ts merely supporting 
the arguments of opponents of 
commercial television in any 
form. At this time, when opinion 
is sharply divided on this sub- 
ject, it is surely unwise for com- 
mercial interests to insist on 
having everything their own way. 
Those who pay the piper may feel 
themselves entitled to call the 
tune—but if they are too insistent, 
they may lose the piper alto- 
gether. If public opinion and 
public interest demand that com- 
mercial programmes should be 
independent of sponsor control, 
then advertisers should submit to 
these arguments, and use the 
medium or not as they think 
profitable. The independent 
organisation of programmes 
would in any. case’ probably 
result in better entertainment, to 
the benefit of advertisers and 
lisseners alike. 

DENNIS A, BLAIRMAN. 
Sells Ltd, 


Discouraged 


Sik, -As a young copywriter 
who has recently completed a 
spate of job-hunting, I was ex- 
tremely discouraged to receive a 
number of refusals couched in 
such vague terms as “we do not 
feel your experience meets our 
requirements,” “another candi- 
date, More suited to our needs, 
has been selected,” or merely “the 
post has now been filled.” Whilst 
this method of refusal may 
suffice in the case of routine 
clerical vacancies, the creative 
aspirant appreciates a more ex- 
plicit appraisal of his or her work. 

DISGRUNILED, 
(Name and address supplied.) 


Specialised 
Trade Journal 
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2,000,000 
WOMEN WORTH MEETING! 


WOMAN’S OWN makes over 2,000,000 introductions 


every Thursday, reaching this all-women market at a 


lower cost per thousand than any other mass circulation 


et 


full colourgravure weekly! After the initial meeting 


with 2,000,000 women buyers, your announcement 


a EAE oay "eee “ = sid sind 


goes on meeting extra women readers for seven days 


at 


\ of the week. Eventually your product is known 
to over a quarter of Britain’s womenfolk. 


A valuable introduction indeed ! 


Stuart Mander, Advertisement Director, George Newnes Ltd., 
Tower House, Southampton Street, Strand, London, W.C.2, 
Temple Bar 4363 (40 lines). 
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ADVERTISER'S WEEKLY 


| THE LARGEST 
’ ORGANISATION 


4 IN THE COUNTRY FOR DISTRIBUTION 
CIRCULARS AND SAMPLES 


JUNE 25, 1953 


Our services are nation wide and we can effect mass distribution of circulars, 
coupons and samples in any town throughout Great Britain. Our present rate 


of distribution is 1,000,000 per week and this can be increased. Distribution 


is effected only in urban and suburban areas. 


@ We can reach 10,000,000 households. 

@ We can blanket the country in 4 weeks. 

@ Our distribution is thoroughly supervised. 

@ All towns in the country are specially mapped. 


@ We provide the cheapest method of mass distribution—only one third the 
cost of direct mail. 


@)We are regularly employed by the largest users of sampling and coupon 
schemes in the country. 


* Send for booklet giving full details of our distributive service 
and costs. : 


CIRCULAR DISTRIBUTORS 


LIMITED 


e Head Office: 2! LEIGH STREET, LIVERPOOL. Phone: ROYAL 8861 
London Office: MADDOX HOUSE, 215/221 REGENT STREET. Phone: REGENT 108! 
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Vol. 160 


180 Fleet Street, E.C.4 
526 A Year Post Free 
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The Organ of British Advertising 
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al . 
Engraving 
charges up 

In accordaace with the terms 
of the Trade Union agreements 
to which it is a party, the 
Federation of Master Process 
Engravers has notified 
members of a cost of living 
honus increase effective on the 
sfrst pay day in July in 
s respect of the week's work for 
which payment iy then to be 
: made 

A Federation — statement 
ssays: “As a consequence of 
‘this addition to labour costs, 
sit is necessary to revise the 5 
= pe r cent price increase cur- 
srently operating on the Federa- 
: tion's lists of minimum prices 
> This revision will apply to all 
: photo engraving orders re- 
by members of the 
ederation on and from 
Vednesday July 1 
“dt will take the form of a 
per cent flat addition to 
the printed prices and will be 
shown as a separate item on 
invoices, replacing the 5 per 
t which applied during the 
‘first half of 1953.” 
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5 Colgate accounts 
go to Bloxham 


Clifford Bloxham & Partners 
Ltd, have been appointed by 
Colgate-Palmolive-Peet Ltd. to 
handle the advertising of five of 
their products—Palmolive (pow- 
der) shampoo, Halo (liquid) 
shampoo, Colgate Lather and 
Colgate Brushless shaving cream 
and Colgate shaving sticks. 

Masius & Fergusson’ Ltd.. 
whose association with Colgate 
now enters its 32nd year, will 
continue to handle the advertis- 
ing of all other lines. 


F. P. Bishop bereaved 

Mrs. Vera Bishop, wife of 
F. P. Bishop, M.P., general man 
ager, Newsprint Supply Co.. 
lapsed while dining with her hus- 
band in the House of Commons 
on Tuesday and died on the way 
to Westminster Hospital 

Mrs. Bishop, who was 56, was 
the daughter of the late Arthur 
W. Drew of Coulsdon, Surrey 
She married Mr. Bishop in 1924 


' 
col 


Newsprint freed for local weeklies 


BIGGER PAPERS-IF 


ADS. ARE 


FOUND 


DVERTISEMENT departments are being geared to meet 

the challenge of pre-war conditions gestored. bythe removal 
of restrictions on the size of local weekly newspapers, indus- 
trial, trade, religious and sporting journals using newsprint. 


mainly 
and a 
will 


freedom will 
the local weeklies 
for advertisements 
lop among them the 
country this summer, reaching a 
when the big autumn cam 
pains break 


Ihe new 
affect 
huttle 


' 
UeoVe ill ovel 


Pear 


Announcing the relaxation the 
Minister of Materials said that 
supplies of newsprint for the 
second half of this vear should 
be sufficient to maintain the pre 
sent consumption by newspapers 
which had been increased by 
150.000 tons, or about a quarter, 
over the last year. The relaxation 
for weekly newspapers would not 
cost much tonnage 

Ihe Minister said 894 provin 
cla] weekly newspapers out of a 
total of 968 did not print thei 
full permitted number of pages 
during the twelve weeks ending 
May 3 

\ Newspaper Society spokes 
man “We anticipate the 

laxation will be welcomed gen 
erally by our members. It will 
Place the newspapers in a posi 
tion to mect the requirements of 
their advertisers who may in some 
need to 


said 


causes educating use 


larger spaces.” The few remain 
ing papers running A and B 
editions for classifieds would be 
able to discard the practice, and 
waiting lists would end 

Publishers wishing to take ad 
vantage of the relaxation must 
apply to the Ministry of Materials 
tor a licence to print in excess of 
the maximum pages laid down. in 
the present statutory order whith 
still stands. 


% See Greater London Survey, 
page 649 


A new ‘Express’ 
vice-chairman 


1. Blackburn, general manager 
of the Daily Express, has been 
elected a vice-chairman of the 
London Express Newspaper Ltd 

Mr Blackburn jomed — the 
Daily Express in 1927 on the cit 
culation side Among the posi 
tions he has held are general 
manager at Glasgow and Man 
chester, general manager of the 
Sunday Lxpress ind = general 
manager of the Lvenmg Standard 


oe 


Nol pressing for 
commercial TV 


The opponents of commercial TV 
have continued their attacks, 
and a Gallup) Poll (News 
Chronicle) suggested that 60 
per cent of the population do 
not want jt 

Hubert Oughton, LLPLA. presi 

set. réfuléd” suggestions that 

" Oganised advertising is “press 

singh for commercial — 

*UEP.A. and LS.B.A. had sent 
recommendations to the Post 
master-General at his request 

Geottrey Hirst, M P.. said 
“There will certainly be a very 
strong code for all commercial 
operators and its observance is 
likely to be subject to a mea 
sure of independent control.” 

*% See ‘A TV innocent abroad’, 

page 636 
ry” 7 , . . 
‘TWO FREDS’— 
. . : 
SEPTEMBER 9 
The second lest match between 

Australia and England may begin 

to-day but the cricket date all 

in advertising are asked now to 
make a note Wednesday, 

September 9 
On Sentember 9 will take 

place, at Hurlingham, the annual 
Iwo breds” match tn aid of the 

National Advertising Benevolent 

Society 
Organised by 

Column Club, 

again be 

Agencies’ versus 

Print And 

record collection 
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Press 
last 
£1,844 


there's 


of 


MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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ADVERTISER'S WEEKLY 


Display contest 
boosts sales 


Increased sales thanks to dis- 
play were reported by participants 
in the Prestcold window display 
contest. Winners were 

Flectricity Board Showrooms 
1, North Western Electricity Board, 
Swinton Service Centre, Manchester ; 
2, Merseyside & North Wales Elec- 
tricity Board, Whitechapel Service 
Centre, Liverpool; 3, Fast Midlands 
Electricity Board, Northampton. 

Departmental Stores 1, Grant 
Bros, Lid., Croydon; 2, Hampton 
& Sons Ltd., London, S.W.1; 3, 
Bentalls (Kingston) Ltd., Kingston- 
on- Thames 

Prestcold Domestic Refrigerator 
Dealers: 1, G. Marson Ltd., 
Coventry; 2, D. Irons & Sons, For- 
far; 3, Hunter Dunn Ltd., Esher, 
Surrey 

Merit Awards: Midlands Electri- 
city Board, Birmingham, Birchfield 
Road Centre; Midlands Electricity 
Board, Birmingham, Paradise Street 
Service Centre; North Eastern Elec- 
tricity Board, York; Southern EFlec- 
tricity Board, Lymington; Yorkshire 
Electricity Board, Leeds. 


J. ARTHUR RANK 
AS AN AD. MAN 


Langford & Co., Ltd., the asso- 
ciated company of Theatre Publicity 
Lid. dealing with the independent 
cinema exhibitors, gave its annual 
luncheon at the Cinematograph 
Exhibitors Association's summer 
conference at Eastbourne last week. 

The picture shows J. Arthur Rank 
addressing the gathering. On his 
right is “Steve Wheeler, of Theatre 
Publicity and Langford, on his left 
John Davis, managing director of 
the J. Arthur Rank Organisation. 

The Langford luncheon has been 
a focal point in the social activities 
of the conference for many years 
past. This year nearly 800 exhibitors 
and other cinema people sat down 
to luncheon, 

J. Arthur Rank took the 
despite an attack of laryngitis. 

The president of the C.E.A. re- 
ferred to Mr. Rank’s ability as a 
quick change artist, appearing at 
diflerent times during the confer- 
ence as an exhibitor, a film producer, 
a film renter, and now as an adver- 
tising man. 

“Steve” Wheeler, managing direc- 
tor, Theatre Publicity, said: “We 
have 330 people in our two asso 
ciated companies, all trained in the 
tradition of friendly and efhcient 
service. This tradition we apply to 
our friends, the independent exhibi- 
tors, just as much as we do to our 
advertisers.” 


chair 


630 


Local councils in Middlesex 
may be empowered to con- 
trol the display of outdoor 
advertisements without 
prior consultation with 
Middlesex County Council. 


This follows a local govern- 
ment conference of Middle- 
sex local authorities called 
to consider how fuller dele- 
gation to local councils 
could be achieved within 
the framework of the exist- 
ing laws. 


The conference was attended 
by delegates from each of 
the 26 district councils and 
representatives of the 
County Council. 

A report has been sent to the 
bodies concerned for con- 
sideration. 


Town councils may get control 
of Middlesex outdoor ad. sites 


The conference recommended 
that arrangements should 
be made to secure that 
county district councils “be 
empowered without prior 
consultation to refuse, or 
grant with or without con- 
ditions, permission in res- 
pect of all applications for 
planning permission, or to 
display advertisements and 
to exercise the powers of the 
local planning authority in 
regard to proposals of 
statutory undertakers” and 
“to exercise all the powers 
of the County Council as 
local planning authority, in 
regard to the Control of 
Advertisements in areas of 
special control, except 
where compensation may be 
payable.” 


Appeal to Minister 


on N.HL.LS. ad. 


Kenneth E. Holmes, of Sayers, 
Silcox & Cuzner, surgical appli- 
ance manufacturers, Story Street, 
Hull, has been notified that the 
Hull Health Executive Council have 
recommended that £200 be = with- 
held from the remuneration due to 
the firm, and that the term “Con- 
tractors under the National Health 
Service” should be removed from 
the firm's posters. 

The Executive Council stated the 
decision had been reached because 
they had found that the firm had 
committed a breach of the terms of 
service for chemists. They con- 
tended that the firm, in using the 
phrase, had not adopted one of the 
four variations in the wording quoted 
by the regulations. 

Mr. Holmes said an appeal would 
be made to the Minister of Health 
against both decisions. He claims 
to have correspondence from the 
Ministry of Health endorsing the 
firm's claim to be under National 
Health Service contract. 


400° seek diplomas 

About 400 candidates sat for the 
cxaminations for the Final and Inter- 
mediate sections of the Diploma of 
the Advertising Association — last 


month. Examinations were held in 
17 centres in the British Isles and 
there were overseas candidates in 
Madras, Mauritius and Singapore, 


Trade press enterprise 


Daily paper for 
conference 

For the first time in more than 
forty years, The Hardware Trade 
Journal \ast week published a 
daily edition at the annual confer- 
ence of the National Federation 
of Ironmongers It was printed 
in Southport, where the confer- 
ence was held, by Robert John- 
son & Co., Ltd., publishers of 
the Southport Visiter series, who 
also made the blocks, 

In addition to being available 
at conference hotels at 7 a.m. 
each morning, the four daily 
editions were flown up to be sent 
out with each copy of the normal 
weekly issue of The Hardware 
Trade Journal published from 
London; the daily editions were 
also posted cach morning to all 
members of the National Federa- 
tion of Ironmongers. 

Produced as a four-page news- 
paper, The Daily H.TJ. carried 
advertising, a number of regular 
H.T.J. advertisers taking space 


Dressed for the 
Coronation 


This is what the City Display 
Organisation building looked like 
in its Coronation dress. 

The scheme was designed by 
James Gardner, who also planned 
the Kensington decorations, 

The centre mast was con- 
structed on a solid frame, sur- 
mounted by cane coronets, with a 
lion and unicorn on either side of 
the base. The colour schemes 
were eau de nil, olive green and 
white, and these colours were in 
sympathy with those used on the 
adjacent Borough of Kensington 
pylons. 

City Display had Coronation 
decoration orders from the Bond 
Street Traders, six provincial 
boroughs, and Joseph Lucas Ltd. 
They also worked on the arches 
in the Mall. 

Overseas clients and = agents 
visited London as the firm’s 
guests for the Coronation. F. 
Keil, director, took them = on 
sight-seeing trips in his red, white 
and blue car, seen above standing 
outside the works. 


Bus shelters with ads. 


Southampton Corporation is to 
revive inquiries into the provision 
of bus shelters to be supplhed free 
in return for advertising nghts. The 
proposal, made by Norman & Mann 
Ltd., was held up over a year ago 
because of the steel shortage. The 
firm is now designing a new shelter 
to be submitted to the Council of 
Industrial Design for approval. 


The Associated Iliffe Press stand at the second British Plastics Exhibition 
and Convention at Olympia. 
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Plans for big electricity ad. 
schemes as ban is lifted 


MINISTER HINTS AT POSTER AND ; 
LOCAL NEWSPAPER DISPLAYS : 


HE Government has removed 
the ban on promotional ad- 
vertising by electricity authorities 
(exclusively forecast in “Adver- 
tiser’s Weekly,” June 11). This 
was announced by the Minister 
of Fuel and Power during a Par- 
liamentary debate on electricity 
supplies in rural areas on Friday. 
I¢ will mean an immediate 
increase in advertising by the 
various electricity authorities. 
The Minister said that in the 
field of rural electrification pro- 
motional activity was an essential 
part of a really big rural electrifi- 
cation drive. That was what the 
Government wanted and that was 
what they expected the industry 
to carry out. There was a great 
deal of experience jn the supply 
industry about the right way of 


conducting a promotional drive 
in the rural areas 
He continued: “This is not 


merely a question of big posters. 
It may be partly that and partly 
a question of advertising in the 
local papers. 

“It is very largely a matter of 
having the right tyne of sales- 
men thoroughly familiar with the 
problems of farmers and rural 
consumers 


*‘Unanswerable’ 


“We want to see them get on 
with it, the Minister added 

“I hope that the area boards 
will emulate the successful drives 
of this kind carried out by the 
private enterprise companies so 
successfully before the war. 1 
hope that they will succeed in 
putting the same drive and 
efficiency into this work.” 

Several members had urged 
that the ban be lifted 


W. F. Deedes said that if the 
ban were lifted they would be 
half-way towards solving the 
problem of accelerating the 


scheme of rural electrification. 

Arthur Palmer referred to the 
fact that electricity was in com- 
petition in some directions with 
such organisations as the solid 
fuel industry which had no hind- 
rance upon its advertising policy 
That put the public industry at a 
great disadvantage in relation to 
private industry. 

W. T. Aitken said that elec 
tricity boards wanted existing 
customers to use much more 
electricity, but they dared not use 
the art of salesmanship because 
of the recent restrictions. 

“The argument for selling is 
unanswerable,” he declared. 


Planning campaign 
Mather & Crowther Ltd. 


are 


working on a campaign for the 
Authority. It 
“informative nature” 
the national 


British Electricity 
will be of an 


and will use news- 
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LPE POSTER 
TEST MACHINE 


papers. No decision has been 
made yet on a launching date. 

The Council of the British 
Electrical Development Associa- 
tion will be meeting next month 
to discuss the question of publi- 
city, It is expected that they will 
decide to extend the advertising 
campaigns already running. 

For the past 15 months the 
Association has been running an 
industrial campaign using over 
100 industrial magazines. In ad- 
dition they have recently launched 
a campaign in women’s and illus- 
trated weekly magazines. Mather 
& Crowther are also the agents 
for the Association 

It is expected that the biggest 
spending will be by the regional 
boards of the Electricity Auth- 
ority. And the provincial daily 
and weekly newspapers wil] bene- 
fit. 


* See Comment, page 636 


Major G. Harrison, chair- 
man, London Press Exchange, 
examines the “Pecep-Show,” a 
new devic ¢ developed by his 
company for the presentation 
and testing of poster designs as 
seen under normal conditions. 

It is at present on show at 
a LPE exhibition designed to 
launch a new hook “Outdoor 
Advertising,” by R. Nelson 
and A. E. Svkes, of Outdoor 
Publicity Ltd. 

And this (below) is what 
Major Harrison sees; a typical 
street scene with various com- 
hinations of poster sites seen 
from different angeles of view 
as the device is adjusted. 

The machine is being used 
for research whereby it is 
hoped to determine the efficacy 
of poster designs and type 
faces used on posters. 


Sign men state 
their case 


The Electrical Sign Manufac- 
turers’ Association has produced 
a brochure entitled The Case for 
Illuminated Signs. 

Its five main aims are stated to 
be: to show the importance of illu- 
minated signs to the commercial 
and industrial life of the country; 
to emphasise the functional nature 
of most illuminated signs; to show 
how many of them contribute to 
road safety; to remind the reader 
how they contribute colour and 
cheerfulness; and to show that 
they can be designed, not merely 
to blend in with their surround- 
ings, but to improve the appear- 
ance of the buildings on which 
they are erected, 

The brochure seeks to achieve 
this by means of a number of 
day-and-night illustrations and by 
quotations from the opinions of 
town planning and other experts. 
It has a figure of Justice on the 
front. 
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New shape and ‘export’ angle 
for ‘Electrical Industries’ 


By arrangement with Tothill Press — will be stressed, and to indicate this 


Lid., the present publishers, the the word “Export” will be added 
publication of Electrical Industries to the title. 
will, with effect from the August 


Page size will be changed to 8} in. 


issue, be taken over by Continental by 58 in. (standard size), and 


& Overseas Organisation Ltd., pub- 


+ : ‘ measurements for advertisements 
po Se Matwy Lert oe te Mh in. & 44 in. for full penne, 

George L. Layton, managing 34 in. x 42 in. for half pages across, 
director, Continental & Overseas 74 in. x 2} in. for half pages upright, 
Organisation Ltd., states that expan- /é in. x 43 in. for quarter pages 


across and 34 in. x 24 in. for quarter 
pages upright. 


sion is planned for the journal. 
He says circulation will be stepped 


up to 10,000 copies per issue. Subscription rate is unchanged. 
Several new editorial features will The journal is now a member of the 
be incorporated. The export angle Audit Bureau of Circulations. 


ADVERTISER'S WEEKLY 

Non-stop 3-D 
colour film 

sells steel 


A 3-D 16 mm. colour film for 
commercial use has been pro- 
duced by Birmingham Commer- 
cial Films Lid. It is being 
shown for the Birmingham firm 
of Evertaut Ltd. at the Business 


Efficiency Exhibition at 
Olympia. 
The film lasts for three 


minutes and repeats itself con- 
tinually. It depicts Evertaut's 
products steel shelvings and 
storage equipment, 


—and ‘stills’ solve 


samples problem 
Experiments in 3-D colour 
“stills” have been carried out by 
R. Logan and John Short, 
managing director and director 
respectively, of F. R, Logan Ltd., 
the Birmingham photographic 
firm 
Several thousand “pairs” of 
these 3-D colour stills are already 


in use in export marketing. 
mainly for heavy industrial and 
breakable products such = as 


crockery, which present transport 
problems for samples for selling 
overseas, 

As many shots as are needed 
can be taken of the product. Up 
to 30 of these can be packed into 
a specially designed case with an 


illuminated viewer for use by 
salesmen 
T. Logan Ltd. are now 


hoping to interest architects, paint 
manufacturers and estate agents 
in the possibilities offered by this 
system 


700 join ad. 


rhyme club 


Advertising is not merely a 
question of buying spaces in the 
press or On the hoardings. It re 
quires an advance assessment of 
the mood of the purchasing pub 
lic, the production of both text 
and artwork and timing to get the 
maximum impact. 

This is stressed in an annual 
review “Wool in the World 
To-day” — published jointly by the 
International Wool Secretariat 
and the Wool Bureau Inc. of 
America 

“Owing to the flexibility of its 
advertising policy, the Secretariat 
has been able to meet changing 
situations in which every country 
they occur,” the report continues 

Referring to the success of the 
roof cards in the London Under 
ground the report states: “Prom 
time to time members of the pub 
lic have written in submitting 
rhymes and in 1952-3 a ‘Guest 
Rhymesters Club’ was formed 
and a new series issued giving the 
name of the contributors respon 
sible for the verses used.” Since 
the formation of this Club the 
Secretariat has received almost 
700 unsolicited rhymes from 
members of the public 
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Fibre board makers unite 
for publicity drive 


A new industrial group-——the 
Vibre Building Board Develop- 
ment Organisation has been 
formed to oromote and extend 
the uses of this building material 
in Great Britain. 

In addition to British manufac 
turers and mill renresentatives tl 
organisation manufac 
turers and associations from 
Austria, Belgium, Canada, Fin 
land, France, Germany, Holland 
Norway and Sweden 

At an imaugural juncheon in 
London the chairman I Pp 
Lawrence, suid one of the princ: 
pal auns of the FBBDO was to 
make the general public aware of 
the enormous possibilities of 
this important building materia! 
fo this end a factual, unbiased 
advisory service would be offered 
to all sections of the community 
from architect to user 

Mr. Lawrence predicted that 
the organisation’s effort would be 
supported by an increasing flow 
of oress advertising from mem 
bers 

FJ. Lyons Ltd. are handling 
public relations 


includes 


° 
1952 ad. spending 
survey progress 

The survey of advertising 
expenditure for 1952) which ts 
being sponsored by the Advertis 
ing Association is making good 
progress 

Response by advertisers, agents 
and media owners has, in general, 
been better than for the orevious 
survey in 1948, states the Asso 
ciation’s News Letter 

Price, Waterhouse & Co 
chartered accountants, 
shortly be summarising the re 
turns received 


Mills & Rockleys 


25th anniversary 
Mills & Rockleys Ltd. cele 


brate their 25th anniversary in 
July. To mark the occasion, a 
reception will be given on July 
23, on board HOS. Wellington, 
Victoria: Embankment, to meet 
George Mills, chairman and man 
aging director, and Mrs. Mills 


Diploma lectures 


Ninety-seven members of — the 
Society of Diploma Members of th: 
Advertising Association have ex 
pressed their willingness to play an 
active part in education for adver 
tising. Of these, 31 are already 
lecturing on advertising during the 
winter months at various colleges 
throughout the country A+ further 
66 have agreed that their names may 
be put forward to principals who 
are secking lecturers for the Diploma 
course 

W. Jefkins, education office: 
of the S.ID.M.A.A., 26 Oxtoby Way 
London, S.W.16, has alist of 
these names and the subjects on 
which the members are most qual 
fied to lecture. The list covers 
London and the provinces. 


A.A. greetings to 
America 


Ihe following cable was sent 
hy the Advertising Association to 
the American Advertising Asso 
cution of the West on the 
oceasion of their SOth Anniver 
sury Convention 

Advertising Association of Great 

Britain sends cordial greetings to 

delegates assembled for Golden 

Jubilee Convention of the Adver- 

tising Association of the West 

held this Coronation Year.  Sin- 
cere wishes for continued success 
in endeavour to render advertising 
of yet greater service in promot- 
ing prosperity among the nations. 

Ihe cable was addressed to 
Bob Gros, Convention chairman, 
and signed by E. J, Robertson 


- * 
No change in paper 
. . 
licensing 

Ihere is to be no change in the 
licensing arrangements covering 
the consumption of wood pulp, 
esparto and other raw materials 
ind the delivery and conversion 
of paper in the 43rd Licence 
Period (une 28 to October 31) 

Bulk licences will be issued to 
deliver or convert any quantity 
of paper or board except news 
print which will continue to be 
specially licensed 

The currency allocated for the 
import of paper and board in the 
second half of 1953 is about £10 
million f.o.b 


Research Society 
membership up 


Membership of the Market 
Research Society, which jumped 
from 79 at June 1982 to 114 this 
April, is expected to increase 
rapidly following the recent in 
corporation of the Society 

The annual report reveals that 
shortly before the end of the 
1952-3 session there were as many 
associates as full members, Under 
the rules of the old Society no 
additional associates could be ad 
mitted, and a short waiting list 
for associate membership came 
into existence. The Articles of 
Association of the incorporated 
Society fix no such limit on the 
number of associates. 


New strip—feature 
ad, syndicate 


Claiming to break new territory in 
the advertising and editorial servic 
ficld is a new London syndicate that 
calls itself. “Strip-beatures.” 

The aim is “to cater for the grow 
ing demand for the visual selling 
story that is narrated in the con 
tinuity form,” 

Evervthing is supphed from th 
initial picture idea to the finished 
artwork 

Art direction is in the hands of 
Victor Whiteley; editorial manage 
nent is headed by James Higgins 


The public view advertising art in Auckland 


12,000 see New Zealand 


commercial art show 


All the skill, ingenuity and 
variety of commercial art at tts 
best were embodied in New 
Zealand’s first Exhibition of Ad 
vertising Arts held in the Auck 
land Public Art Gallery 

It proved an eye-opener to the 
twelve thousand people who 
viewed the exhibits over a period 
of three weeks Most of them 
had no idea that work of such a 
standard and comprehensiveness 
could be produced in their own 
city. writes our New Zealand 
correspondent 

Artists, photographers, photo 
engravers, printers and advertis 
ing personnel combined under the 
auspices of the Auckland Adver 
tising Club to make the exhibition 
one of the highlights ushering-in 
World Advertising Week 

As a result of the inspiration 
and encouragement of Eric West 
brook, director of the Art Gallery. 
tradition was thrown overboard 
and permission was freely given 
for the opening reception, includ 
ing provision of liquid refresh 
ments and the screening of a 
travel film, to take place in the 
Gallery itself. Speakers to an 
audience exceeding 300 included 
the Mayor of Auckland, Sir John 
Allum, Cliff Churchill, president 
of the Advertising Club, Eric 
Westbrook, and I De Mal 
manche. of the Charles Haines 
Advertising Agency 

The exhibition, which took 
months of organising by a com 
mittee under the direction of 
Case Beck. of Dormer Beck Ad 
vertising Ltd., showed advertising 
art in many phases and in stages 
from design to finished product 
It included black and white and 
colour drawings for advertise 
ments, Magazine covers, posters 
showeards, magazine jllustrations, 
book jackets, photographs, pam 
phlets, cartons and containers, 
menu cards, labels, stickers, leaf 
lets and flight brochures. In ad 
dition mn a senarate room 
modern furniture, shoes and 
clothing carried advertising art 
into the fields of material design 
and shop displavs 

Of outstanding interest were a 


series of striking posters designed 
for Tasman Empire Airways 

The show was a printing and 
photographic exhibition as much 
as a display of the graphic arts 
generally. It was so popular 
that it is likely to become a per- 
manent annual event and may 
go on tour, 


An editorial reference to the 
exhibition in the New Zealand 
Herald stated: “That it has been 
staged in the Art Gallery is proof, 
if any were needed, that the for- 
mer iron curtain between “fine” 
and “applied” art no longer exists 
and that a modern gallery can 
and should open its doors to both 
under suitable arrangement. ; 
Ihe public is apt to take the 
work of advertising artists, as seen 
in reproduction, very much for 
granted. It is therefore a good 
thing that large numbers of 
original drawings and = designs 
have been placed on exhibition.” 


Tell the 


Marines! 


An advertisement for Bluebird 
stochings has incurred the wrath 
of a sergeant in the Royal 
Marines. The offending adver- 
tisement pictured a “spell-binding 
Marine.” 

But to the diseust of the ser- 
geant the character portrayed 
was a U.S. Marine. 

He wrote to the “Daily 
Herald,” which carried the ad- 
vertisement. “If the advertiser 
doesn’t think us smart enough he 
should see the Royal Tourna- 
ment or the Coronation films,” 
he protested. 

The “Herald” published his 
letter. 

Raymond Taylor, managing 
director of Bird & Yeoman Ltd., 
the manufacturers of Bluebird 
stockings, wrote «a footnote: 
“We agree. It was careless to 
pass the drawing. Several mem- 
bers of this orevanisation are ex- 
Roval Marines, and nothing 
detrimental to their terrific repu- 
tation would knowingly haye 
been allowed.” 
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London Club speaking 


633 


section annual dinner 


‘Lawyers’ to state the case 
for advertising 


TTVHE importance of a public relations campaign for advertising was 
stressed by Ivan Luckin, at the annual dinner of the public 
speaking section of the Publicity Club of London on Friday. 
He was making his last “public appearance” as club chairman. 


The power of advertising, he said, 
was far below its real potential. 
One of the reasons why the Advertis- 
ing Association welcomed and spon- 
sored the national public speaking 
contests was because it saw in the 
contestants potential P.R.O.'s for 
advertising. Members of the section 
were like lawyers awaiting a case 

“Give us our briefs and we will 
play and say our parts in promoting 
the calling in which we serve,” he 
declared. 

Commercial TV got a sponsor in 
the shape of Gilbert Harding, the 
chief guest. “There is nothing wrong 
with advertising.” he saic 

He referred to the “frantic anxiety 
to avoid the evils of commercial 
r'V’ and continued: “We are a hope- 
less lot of individuals. Why should 
we bother about commercial TV or 
radio when we have this extraordin 
ary compromise that we have at the 
moment?" Through BBA pro- 
grammes he could publicise a book, 
name the author, publisher and 
price 

In America 
acute “But why 
America?” he asked 
acquire a sense of humour 
not likely to go to excesses.” 

Mr. Harding judged the  pubiic 
speaking contest for the Leon Good- 
man Cup. He awarded the cup to 
G. Blundell of Priestley Studios 
Lid. for a_ five-minute’ prepared 
speech on “Rats and Mice” and a 
three-minute impromptu talk on 
“Punch is not what it was.” 

Mr. Blundell spoke on punch 
the drink. And along with the cup 
Mr. Harding presented him with a 
tankard of rum punch 

Iwo other trophies were presented 
by Mrs. Raymond Rayner, wife of 
the late Raymond Rayner, who was 
the club's public speaking instructor 
for many years 

She handed the T. G. Comerford 
Progress Cup to EF. A. Foott of 
Dorland Advertising Ltd. and the 
“Robbie” Perpetual Challenge Bowl 
to W Adderley of the Metal 
Bulletin--the student who had _ per- 
severed the most 

Frank Hughes - Freeland, — the 
speaking section chairman, presided. 


the problem was 
worry about 
“We should 


We are 


_ 


Gilbert Harding presenting the Leon 

Goodman Cup--filled with rum 

punch—to G. Blundell of Priestley 
Studios Ltd 


Hull 
Advertising is the 
housewives’ choice 


Iwo housewives had members of 
Hull Publicity Club involved in 
arguments and fits of laughter at 
their monthly luncheon meeting 
when they debated the housewife’s 
reachion to advertising 

Mrs. T. W. Brown and Coun 
Mrs. Violet A. Jarvis, a member of 
Haltemprice U.D.C., sitting on either 
side of the chairman, P. J. F. Brown 
were the combatants 

Mrs. Brown proclaimed: “With 
out advertising the majority of hous¢ 
wives would never try out new 
brands. Advertising proves to house- 
wives that they are important peopk 

Mrs. Jarvis countered with th 
suggestion that advertising mad 
goods more expensive. She added 
“Advertisements often exaggerat 
They say a certain product will 
make you look better, but often 
ifter T have used it I look into the 
mirror and find | have not changed 
t all!” 

Mrs. Jarvis finally admitted that 
she had been convinced that adver- 
using was of value 
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Products Ltd 


Club News 


FSCC defeat Aldwych 


‘ ° . . 
Club for third time 
At St. George's st week the 

Fleet Street Column ¢ » golf ¢ 
beat the Aldwych C1 it 
the third vear in 

matches tw 
“triangular ny I r h 
Scager Cup. Results 


names 


pian beat 
iptain), D 
H. Brook 
Mack mn 
bitzpatrick 
Gooch beat 
lost to P 


Passmor tt J. Rat 
ing lost t Forsyth, M 
beat H. Salmon. J 
beat G. Barney, D 
A. ¢ Lucas, ¢ Gh 
Keliher 

FF. Howard Potter hairman of 
the Aldwych Club, presented th 
Seager Cup to the F.S.C 4 

In the afternoon friendly four 
somes were plaved for prizes) pr 
sented by the two circ! Winners 
Keliher and Fitzpatrick runners-up 
Rafter and H Fish 


New plan for NAGS 
summer meeting 


A novel and attractive 
the summer meeting 
th Newspaper and 
Golling Society Th 
place at Berkshi on Wednesday 
July 15, but the usual auction lunch 
will not be held. In id, there will 
be a cocktail party at 96 Piccadilly 
it $.30 p.m. on Monday, July 13 

The normal suction of competitors 
will be replaced by an auction pool 
on scores; this will be run on simi 
lar lines to the au held 
hoard ship on day run 
purchaser of the hb return 
win the pool; the player does 
enter into the calculation 

A further innovation ts 
totalisator ot 5s 
arranged on each 
morning round A) number of 
units can be taken on any player 
both at the cocktail party and up 
to his Starting time on the cours 

Notices are being sent to menibers 


plan for 
nounced by 
Advertisers 


eting takes 


ons 


not 


that a 
units will be 
ourse for the 


* , 


Golting Society will 

ts Day match at 

Hampshire, on 

The president, Su 

+ presented a silver 

rophy to celebrate the Coronation 
li will be pl d for annually 


‘No girls’ holiday 
poster wins 
A d sign ned by Grorg 
Dow. public rel nd publicit 
officer, London Midland Region 
British Railway d executed by 
Abram Games r th 53 Black 
pool -British Doub! 
Royal poster has 
the resort poster 
awarded the 7 
the annual ce 
the Associa 
sure Resorts 
competition judged by 
S. Dent ) of th 
nham Coll t 
Kellard. of Kel 
ind Ald. Bush 
The poster w 
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Watching a drive at the match 
meen Odhams Press Golfine Society 
and WH. Smith & Son are Ueft to 
rivhth: # 1. Major, hon. secretary 
of the W. OH. Smith Golfing Society, 
Jeu Rosswickh, advertiseme nfoman 
aver of the Daily Herald’; A. € 
Duncan, chairman of Odhams Press 
Lid 1. 4. Abbey, manager of the 
news despatch department of W.H 
Smith, and A.C. Spratling, manager 
of the W H. Smith personnel 
depariment 


Odhams and Smith’s 


in drawn game 


At the Royal Mid Surrey golf 
course the Odhams Press Golfing 
Society played a four ball handicap 
game against W. H. Smith & Sons 
Golting Society. The result was a 
draw. Results (Smith's players first) 

Dy r I Cooper (captain) 
(medical officer) and Fk. C. Smart 
(manager), Birmingham (Wholesale), 
beat W. b. Smith (captain) (sports 
editor Daly Herald) and D 
Mackray (night editor, Daily Herald), 
by 3 and 1: C. H. W. Troughton 
(director) and D. G. Hebberd (man 
wer, Estates Dept.), lost to D 
Lioyvd (general manager, Sporting 
Life) and G. CC. Odhams (director), 
4 and 3. W. W. Smart (manager, 
Sheflicld Wholesale) and G, ¢ ! 
Yates (general manager, news distri 
bution), beat F. Hatfield (circulation 
manager, People) and H. D. Rochez 
(veneral manager, People), by 4 and 
2; A.C. Spratling Granager, person 
nel department) and A. A, Abbey 
(manager, news despatch) los: to 
R. Perks (associate advertisement 
manager) and J. W. Rosswick (ad 
vertisement manager, Daily Herald), 
6 and §; C. FE. Branxom (superin 
tendant shops) and K. A. Jessup 
(outdoor publicity) lost to C. A. Bull 
(internal auditor) and M. Phillips 
(People advertisement department), 
4 and 2: b. Trigg (wholesale news 
department) and D. G. Francis 
(outdoor publicity department) beat 
1. Henshaw (Melody Maker cd) 
torialy and G. Aldred (People ad 
vertisement department) by 3 and 1 


Poe PUP OU O ESSEC CESS 


ADVERTISING 
DIARY 


Saturday. June 27 

NEATIOUNAT Sepaking Con 

v. Birming 

Theatre, Dove 
2W om 


leeds. Litth 
I cmester 
june 
PRTISING 
linner Speaker 
Whitehall Court 
pm 
Wednesday, tuly 1 
HINTING Pac RAGING 
Twat Respaecnu ASSOCIATION 
Annual mecting 1145 am Lunch 
ipm ‘ naught Rooms 
Friday, July 3 
NCORPORATOED Socmry oF 
ADVERTIS® annual meet 
he Park Lane Hot 


Street 
Tuesday. 
AD Cerative Cro 
Leslic Pearl, 4 
London 6 4° 


AND ALLinn 


errisn 
ard 


errrrerrrrrrrrrrrrrrr rit tir err re 
PPETTeTeTrTTTITI Pitter 


= = 
es iN 
7 * : first ¥ 7 —. “ 
{¢ . , a 3 aw te A, poe oe ae - - 
=. po. : 
¢ : : 2 2. oe | 
‘ ee FR + 
, eS 
po 
i ee eee 
a :. 
7 a . 
a 
ere 
this week-end x * 
iit 
4 ; 
. ~ a Ley % 
a GS . & 
> tee 2 ee 
a . 
a — eS IE eee i= : is oe a ee 


ADVERTISER’S WEEKLY 


G. Willock 


New directors 


for PWP 


Garth Willock, account execu 
tive and associate director of 
F.C. Pritchard, Wood & Part 
ners, has been appointed a direc 
tor of the company. Three other 
partners George Tringham, 
account executive, Henry Des- 
champsneufs, manager of the 
overseas department, and Walter 
Hayley, copywriter, have been 
appointed associate directors 

Mr. Willock joined P.W.P. as an 
assistant account executive in 1948 
An Associate of the L1.P.A., he was 
on the conference committee and th: 
convenor of sessions for the Adver 
tising Association Conference at 
Eastbourne. He was a member of 
the programme committee for the 
Brighton Conference 

Mr. Tringham started his career 
with Fanfare Press and London 
Press Exchange. He was in the ad 
vertising departments of  ¢ 
Hobson Ltd., and Yardleys Ltd. 
before becoming advertising manager 
of b. W. Hampshire Lid. He joined 
P.W.P. in 1946 and became a part 
ner im 1947, 

r. Deschampsneufs joined 
P.W.P. five years ago. Before that 
he was with Erwin Wasey, the J 
Walter Thompson Co. and th 
Beecham Export Group. He esti- 
mates he has flown more than 
100,000 miles on business fer P.W.P. 

Mr. Hayley has previously worked 
with Mather & Crowther, and Col- 
man, Prentis & Varley Ltd. He be- 
came 4 partner of P.W.P. in’ 1947 
He is well known as a contributor 
to national magazines and has writ 
ten for Punch, Vogue and Homes 
and Gardens, Wis new Children’s 
Book of Rhymes, which he is doing 
with Andre Francois, is being pub 
lished in the U.S.A 

* * 

Joy Hugh Roberts, press publicity 
consultant, is leaving for Canada 
early in July. Her business will b 
taken over on July | by Bridget 
Blundell and Dorothy Lewin, and 
will be known as Blundell & Lewin, 
Pubhe Relations Dorothy Lewin 


‘? 
e. 
ne 


T. Ward Grice a 


H. Deschampsneufs 


8 


pA 


634 


G. Tringham W. Hayley 


has been associated with Joy Hugh 
Roberts for a number of years, and 
Bridget Blundell has also been 
engaged in press and publicity work 
for a considerable time. 


* * * 


Miss C. D. Turner, secretary of 
Encyclopedia Britannica Lid., has 
been appointed a director. 


Leaving Greenlys 


F. EF. Ball is retiring from the 
board of Greenlys Ltd. at the end 
of this month Mr. Ball was one 
of the earliest associates of the 
agency's founder, A. J. Greenly, 
joming him in 1917. He was invited 
to go on the board when the com- 
pany was incorporated in 1919; be- 
came managing director in 1929, and 
chairman on the death of Mr. 
Greenly in 1933-—an office which 
Mr. Ball has held until now 

In the reconstitution of — the 
Greenlys board Robyn Allen takes 
over the chairmanship, and Ronald 
King and John McEwan have been 
appointed joint managing directors 

(See Mainly Personal, page 658) 


* * * 


Ernest Gale has resigned as ad- 
vertising manager of Jenson & 
Nicholson Ltd. as from the end of 


June. He ts joining the board of 
Norman Advertising Service Ltd. 
* * * 


W. J. Garnham, director of cir 
culanion of Argus Press Ltd., 
has been appointed a director of 
the board of Hlustrated Publications 
Co., Lid., propnetors of Photoplay 
True Story, True Romances, True 
Detective and Master Detective 
— are published by Argus Press 

td. 


iY 


John Denison-Hunt has been ap- 
pointed design director of Shilpi 
Lid., an industrial organisation in 
India with headquarters at Ahmeda- 
bad. His task will be to introduce a 
contemporary approach to the 
design of printed publicity, show- 
rooms, and packages. Mr. Denison- 
Hunt designed this year’s Penrose 
innual. 


* * * 
Miss E. V. Fuller, who for many 


years has been associated with 
Motoring, the monthly magazine of 
the Nuffield Organisation, retires at 
the end of June. 


* * * 


Philip Satinet, formerly on the 
advertisement staff of the Oxford 
Mail and Times, has been appointed 
advertisement manager of the East- 
bourne Gazette and Herald 
Chronicle. 


New chairman 


The board of Scientific Publicity 
Ltd. have appointed Roland Collins 
as chairman, and Nelson F. Jinman 
and Ronald C. Hilling as joint man- 
aging directors. 

Mr. Collins, art director with 
Scientific Publicity for six years, 
was formerly with London Press 
Exchange and C. R. Casson Ltd 
He is the author of “The Flying 
Poodle.” a book for children. 

Mr. Jinman has had wide agency 
experience in’ London and was at 
one time a director of Stronachs 
(India) Lid., in Bombay and Cal- 
culta,. 

Mr. Hilling joined the company in 
1931 and after naval service during 
the war, was a director of British 
Air Transport Lid. of Redhill. He 


rejoined the company in 1982, 


Aane R. C. Hilling R. Collins N. F. Jinman J 
can -. * ee 
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Changes at 
A.A. Sites 


After 20 years’ service as sales 
director with A.A. Sites Ltd., F. L. 
Wilson is going into partial retire- 
ment at the end of June. To mark 
the occasion, a cocktail party was 
held at the Aldwych Club on Wed- 
nesday of last week. 

In future the direction of sales 
policy will be in the hands of John 
W. K. Beable (son of J. M. Beable, 
chairman and managing director), 
who is already a director. The 
vacancy on the board has been 
filled by the appointment of C. H. 
Dixon. 

Mr. Dixon, who is well-known in 
the poster world, has been connected 
with A.A. Sites Ltd. for some 17 
years since he left Outdoor Publi- 
city Lid., when it was under the 
direction of Ernest Leicester. 

* * * 

J. Haines Stiles, of the advertising 
branch of B.O.A.C., is to be married 
on Saturday to Margaret Pierce, one 
of the London Palladium dancers 

* * * 

T. Ward Grice is retiring after 
33 years with National Trade Press. 
One of the best known trade 
journalists in the country, he played, 
together with the late Holbrook 
Jackson, a big part in compiling the 
first British Fashion Colour Cards, 
which paved the way for the British 
Colour Council. In later years he 
became editor of both the Drapers’ 
Organiser and its overseas version, 
since retitled Fashions and Fabrics 
Overseas. Shortly after the war he 
was appointed features editor of the 
N.T.P. group. He intends to main- 
tain his contacts with the textile 
trade. 

* * * 

H. T. Kane, formerly with Staples 
Press, has joined London Choice 
Ltd. as advertising manager. London 
Choice Ltd.. who operate illuminated 
information fittings situated in 
hotels. clubs and travel bureaux in 
London, have moved from Brook 
Sireet, W.1, to 3 Percy Street. 


@ More News About People 
on page 664 


WwW. K. Beable J. Denison-Hunt 
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Every week one family out of every 


three in Great Britain reads the Sunday 
reads the 
Pictorial. For, with an average net sale of 
5,128,887, the Sunday Pictorial goes into millions 
- e e of homes all over the country. It is 
Sunday Pictorial 
read by every adult member of the family 
on the best advertising day of the week 
ba 1) 4 yqaqa the day they have time to read 
every week 


advertisements at leisure, and sales 


messages sink in. 


Space in the Sunday Pictorial is exceedingly 


4 u ba D A Y economical, too. Compared with 1939 its square 
Pp j Cc T oO R H A L inch per thousand rate has increased much 


less than that of any other Sunday newspaper. 
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ONE FOR BEVAN 


Spokesmen for advertising claim 
that it plays an essential part 
in raising living standards. We 
know, and so do all unbiased 
students of economics, that this 
is true. But lest cynics be 
tempted to discount the asser- 
tion as special pleading, they 
should note that no less an 
authority than the Govern- 
ment has just endorsed it. 

The ban on promotional adver- 
tising by electricity authorities 
has been removed. Why? To 
create a demand for electrical 
appliances and so warrant the 
expense of socially desirable 
schemes of rural electrifica- 
tion, 

This is a perfect example of ad- 
vertising awakening a_ desire 
for greater comfort and effi- 
ciency, and so justifying the 
capital outlay needed to satisfy 
the new demand. 

The fact that sales promotion is 
in this instance to be under- 
taken by a publicly owned 
corporation is immaterial. Pri- 
vate enterprise advertising has 
for many years helped to raise 
living standards in the same 
way. And private enterprise, 
in many and varied fields, is 
still doing it. 


POINT FOR 
HARROGATE 


One of the main objects of the 
Advertising Clubs Conference 
at Harrogate will be to discuss 
means of strengthening the 
links between advertisers and 
the Club Movement. This 
being so, it is highly appro- 
priate that Lt.-Col, M. W. 
Batchelor should be the Con- 
ference president. For Col. 
Batchelor is one of the few 
leading advertisers who take a 
practical, day-to-day interest 
in a publicity club, 

One good reason why advertisers 
should give greater support to 
the clubs is that in the pro- 
vinces advertising managers 
and their staffs are in danger 
of getting into a groove be- 
cause of their isolation from 
the main stream of advertising 
life and thought. 

Through the clubs, and often 
only through the clubs, they 
can meet agents, media men 
and suppliers in a social atmos- 
phere. By thus broadening 
their horizons, they can serve 
better the advertiser firms for 
which they work. 

There are many other reasons, 

too, of which we shall doubt- 

less hear at Harrogate. 


HO knows about spon- 
sored TV? This Innocent, 
a Sincere seeker after knowl- 
edge, and at heart rather a 
believer in the British way of 
doing things, has found him- 
self slightly bewildered by the 
oracles 
The only thine to do, he 
decided, was to go to Spon- 
sored TV-land and see for him- 
self what sponsored TV looks 
like. 

He went to the U.S.A. and to 
Canada; he visited television 
stations both big and small; he 
talked to TV directors, producers, 
cameramen, research men, actors 
and stars, to advertisers and ad 
vertising agents and even to the 
public. They were all extra- 
ordinarily friendly and helpful. 

This Innocent found that there 
is really only one difference 
between British TV and TV on 
the American Continent: it is a 
Anob which is located on the 
right-hand side of the set, which 
isn't found on British receivers. 
When you turn this knob, you get 
a different programme. In fact, 
the more you turn it, the more 
programmes you get, Most con 
using for the poor Innocent 

This knob, in fact, introduces 
the element of Competition, 
which is so sadly lacking in 
British ‘TV. Imagine, there sat 
the Innocent, twirling the knob, 
one moment dazzled by a honey- 
blonde declaiming “I'm gonna 
shoot you buddy right through 
the head,” the next staring through 
a snow-storm at what could only 
be a baseball game; another click 
and he was in a studio packed 
with laughing ladies 

What a sense of power! They 
were competing for the favour 
of his attention So different 
from the ways back in Britain, 
where you either watch or you 
turn the thing off 

After this first grapple with the 
subject at the receiving end, this 
Innocent went to see some of the 
people who plan and make these 
programmes. He found them all 
very sincere and clever people, 
beset with problems that cer 
tainly do not exist yet on the 
eastern side of the Atlantic. First 
they were honestly trying to pro 
duce good programmes and 
second they were trying to sell 
the sponsors’ goods, Well, maybe 
this is the wrong way round, but 
perhaps this Innocent did not 
have long enough time to find 
out exactly which came first. Cer- 
tainly some of the studio men to 
whom he talked, whilst not 
understanding how a. television 


sponsorship, criticised 


conditions was idyllic to 
the point of imoossibility 


rehearsal of programmes and pre- 
venting even some of the biggest 
advertisers from supporting long 


GUEST COLUMN) 
H. F. OVERY, 


managing director, Willings Press 


programmes for many weeks at 
The tendency was for 
important programmes to be the 


more advertisers, 
People on the advertising side 


about the extraordinary value of 
the TV medium, but deplored the 


was this very element of compe 
tition which kent the costs rising 
You cannot get the 
switch from a ball game to your 
domestic comedy on which you 


The Television Society is to 
the Postmaster- 
General for a licence for an 
experimental transmitter to 


Continental standards, as an 
aid to British manufacturers 
seeking export markets for 


more and more reluctant to 
accept large display 


counter and shelf space. 
trend towards smaller, more 
acceptable material is prob 
able, rather than a drive to 
educate retailers in the value 
larger striking point-of- 


plans to protect themselves 
against the competition aris- 
ing from the “great national 


ready on the stocks to boost 
the sale of soft drinks as 
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mia 4 TV innocent abroad 


have pinned your advertising 

hopes unless you have a Big 

Name in its cast. Big Names 

cost money and the element of 

competition in capturing Big 

Names means that the cost of the 

capture gets higher and higher 

When the Innocent said that the 

B.B.C. avoids all this difficulty by 

letting Big Names use TV as a 

means of self-publicity and there- 

fore avoids competition about 
fees, it was suggested that this 
was another example of fiendish 

British cunning 
Most of the members of the 

public to whom the Innocent 
talked were habitual viewers of 
what seemed to be a favourite 
programme, all-in wrestling. <A 
number of people quite volun- 
tarily said how nice television 
must be withcut advertising. 

I should like to pose three 
questions ; 
(1)Can we prevent sponsored 

television in Britain’ from 

leading to a galloping con- 
sumption of advertising 
appropriations? 

(2)Can we keeo the level of 
programmes above the stan- 
dard of all-in wrestling? 

(3) Can we ensure that the use of 
this great advertising medium 
is not beyond the pocket of 
the medium-sized advertiser? 


soon as sugar is readily 
available.” Whitbread 
houses are to stock other 
brands of bottled beers. 


@ The extensive carpet promo- 


tion campaign, details of 
which were announced last 
week, has caused consterna- 
tion among rival sections of 
the furnishing trade. Last 
year the British Furniture 
Manufacturers’ Federated 
Association spent a compar- 
ative small sum on a “Fur- 
niture First” scheme, mainly 
on window stickers. Now 
they will consider full-scale 
publicity. 

@ Relaxation of newsprint 
supplies for weekly, trade, 
technical, sporting and reli- 
gious newspapers will be 
followed soon by more 
general freedom, including 
the reintroduction of printed 
news-bills. 
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Sell the (,\i\3 man at the top! 


af 
Foe 


Four separate editions of TIME INTERNATIONAI 
circulate Once a week in over 100 countries outside 
the U.S.A., bringing to more than 1,700,000 important 
people the news they need to keep abreast of world 
affairs. 92°,, of TIME INTERNATIONAL subscribers 
are in business, government and the professions. Of 
these, a big proportion hold top positions, influencing 
the purchase of goods and services for industry and 


commerce, or the trade policies of governments. In 


ATLANTIC PACIFIC 


He's the man 
who means business 
in the world 


Reach him 
in over 100 countries 
through 
TIME International 


every important market TIME INTERNATIONAI 
readers are among those who can do more than any 
others to open the doors to your company or products. 
You can buy advertising space in all four editions 

MIME Atlantic, TIME Canadian, TIME Pacific and 
MME Latin American—or in the editions that cover 


the areas in which youare mostinterested. Fulldetails 


from: The Advertisement Director, Time International, 
Time & Life Building, New Bond Street, London, W1 


CANADIAN LATIN AMERICAN 
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THREE 


AGENCIES 


IN SEARCH 


OF AN AD. 


3. Robert Sharp 


and Partners 
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This dryer should be named 


Raymit Drying Machine 


rp é p) 
TT J he * reason why 


FP\UE first thing that strikes 

us about the Raymit 
Clothes Dryer is that it would 
be far better named the Ray- 
mit Drying Machine. “Clothes 
Dryer” is ambiguous, and 
might be anything from a new 
make of flyaway horse to a 
rather specialist sort of washer- 
woman. “Drying Machine” is 
surely the obvious complement 
to “Washing Machine.” 

This drying machine (a name 
we shall use unrepentedly from 
now on) is, we are told, the first 
ever to be introduced in Britain 
So it is clear we should not so 
much advertise the particular 
merits of the Raymit as seek to 
show the general advantages of 
drying machines as such 

These are fairly plain. 

Speed is the first. In the winter 
especially, washing may often 
hang about for days before it 
can at last be restored, washed, 
ironed and aired, into our cup 
boards or on to our backs. With 
the Ravmit drving machine, the 
entire process of laundering could 


be completed within the morning 
[his is a great advantage, 
ally to any 


especi 
household with chil- 
dren, It reduces the whole fuss 
and paraphernalia of washing 
(We don't know if it does “air the 
wash in ten minutes”; but it ts a 
good point if true.) 

The second point is cleanness 
Anyone who has hung clothes out 


Next week the Raymit exercise 
will be summed up by 


COPYTASTER 


in London knows how often they 
get specked with soot We have 
suggested that this shortened 
clothes lives It would have to 
he checked. It is clearly another 
good argument if true. In any 
case, the Ravmit can clearly 
claim to drv clothes cleaner than 
outdoors (in town) 

The third point is tidiness. Hang 
clothes indoors, and they either 
drip or steam or do both. Nothing 
looks more sluttish—and hus 


weil feel chat it lets 
appearance of the 
house. It ways, of course, quite 
forgivable before the Raymit 
drying machine appeared But 
now 


hands may 
down the 


The fourth point, is fragrance. 
This has been invented. “Gas 
heated” has a very stuffy sound 
to it. Could the Raymit drying 
machine not be “air-conditioned 
for fragrance” in some way? No 
harm in attempting the point in 
this first rough presentation. 

The fifth point is its presum 
able ability. to dry out clothes 
that have vot seaked in the rain 
Children should, of course, never 
wear damp clothes, but this ts 
sometimes difficult to avoid, A 
good could dry out her 
guests’ clothes, too. 

So much for general advan- 
tages. We have tried to bring 
them out by contrast, since habit 
has probably made most of us 
unaware just how inconvenient 
our usual drying arrangements 
are. The slowness of clothes 
lines. The speed of Raymit. The 
uncertainty of the weather and 
the polluted air outdoors The 
cleanness of the Raymit The 
squalor of drying clothes indoors, 


hostess 


An exercise in print in which 
the creative departments of 
three agencies write the copy 
and prepare a visual for one 
kev advertisement for a new 
hypothetical product the 
Raymit Clothes Dryer. Colin 
Melver, of Young & Rubi- 
cam, wrote the brief. which 
appeared in) ADVERTISER'S 
WEEKLY on June 4 Iwo 
agencies, the Robert Free- 
man Co., Ltd., and Tibben- 
ham Publicity Ltd., have 
since submitted their copy 
and visuals This week, 
Robert Sharp & Partners 
show how they would tackle 
the problem. 


The neatness of the Raymit. 

We have relegated the particu- 
lar sales-points of the Raymit 
to brief captions beneath pictures 
The good enamel finish. the chil 
dren-proof safety devices. the in 
genious mechanism -these are 
good points, but they are more 
convincingly made by salesmen 
They are secondary to the main 
purpose of this advertisement: 
which is to make people so 
cager to know about drving 
machines that they flock to a 
demonstration. 

There is little to say about the 
phraseology of the copy. A few 
notes: 

1, Our headline is intended to 
bring out the chief end promise 
of the machine—its speed; and to 
imply the other two advantages 
of cleanness and fragrance. Sun- 
shine. after all, dries cleanly and 
fragrantly as well as quickly —a 
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Announcement 


The publishers of MACHINERY LLOYD 
have taken over management of the well- 
known British technical journal 


Industrizs 


This publication, established in 1901, will now be 
developed as a world wide advertising medium for 


all sections of the electrical engineering industry. 


POINTS TO NOTE 


@ SUBSTANTIAL INCREASE IN CIRCULATION 
New figures 10,000 copies monthly. 
25°, to Great Britain. 
75°, to markets abroad. 


ADVERTISER'S WEEKLY 


@ SPECIAL APPEAL TO EXPORT MARKETS 
The journal will be printed in English and Spanish 
and new features will be added to the technical 
and commercial editorial sections. 


WORLD WIDE COVERACE 
Copies will be dispatched in classified rotation 
to the leading buyers, users and importers of 


FREE SERVICES TO ADVERTISERS 
A wide ranee of services will be available to all 
clients, including the forwarding of suitable buying 


electrical plant, equipment, appliances and 


accessories in all markets at home and abroad. commercial correspondence, 


The first issue to be published under the new manage- 
ment will be dated Ist August, 1953, and will close 
for press on the 15th of July. 


FREE SPECIMEN COPIES AND RATE CARDS FROM 


e Industrics 
Export 


6 Cavendish Place, Regent Street, London, W.1 


enquiries and free translations 


of incoming 


LANgham 4204 
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® THREE AGENCIES IN SEARCH OF AN AD.—continued 


legitimate second best to Raymit 
But we have not tried to write a 
“clever” or “trick” headline at all 

the promises are quite good 
enough to stand on their own 
merits. 

2. Our footline would display 
the words NEW RAYMIT DRYING 
MACHINE at least as boldly as the 
headline. To have these words 
as part of the headline (as the or- 
thodox demand) would make it 
indigestible. The footline can be 
taken to mean both that the dry 
ing machine finishes off the wash; 
and that it completes the equip- 
ment of that contemporary 
phenomenon (so different from its 
Victorian namesake)—the “home 
laundry.” 


3. We recognise that several 
details -¢.g. airing, air-condition 
ing for fragrance, free-demonstra- 
tions every Saturday, size, ete. 
are not according to brief: and 
would probably need alteration or 
deletion in final copy. Also, 
“timing” would probably need 
adjustment 


4. We have deliberately not 
ended up by an exaggerated com- 
mand to “HURRY TAKE THIS ACTION 
Now.” It is debatable whether 
this extreme jargon is ever effec 
tive, It is certain that (where £63 
is at stake) it ts totally unrealistic 
to try to panic people into a pur 
chase except, say, of TV before 


a Coronation. Also, £63 is expen 


sive; it 18 far better to admit it 
openly while pointing to the ad 
vantages which outweight _ it, 
than to shirk the question. Nor 
will We agree to the familiar 
‘only.” “Only £63!” 


NOTE: We have designed this 
advertisement -in accordance 
with the marketing — brief —as 
though it were the first rough 
presentation, to be discussed in- 
side the agency. The layout would 
of course be taken to a more 
finished stage, and disputable 
copy points cleared up, before it 
was presented to the client 
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NEVER BEFORE COULD 
YOU DRY YOUR WASHING 
FASTER THAN SUNSHINE! 

Never before could you dry 
the entire contents of your wash- 
ing machine in half an hour 
Never before could you air them, 
after ironing, in ten minutes—and 
so do the work of a washday 
within two hours! 

But never before was there any- 
thing like the RAYMIT DRYING 
MACHINE. Which dries your wash 
faster than sunshine 

fhink how primitive and in- 
convenient drying way. Practic 
ally in the Caveman stage. 

If you hang your washing out- 


AND SOUTH 


Wales 


Leading national advertisers use the only morning 
newspaper printed and published in Wales 


Head Office, 


estern 
Mail 


CARDIFF. 
Advertisement Manager, R. H. HARRISON 


London Office, 176 Fleet Street, E.C.4 
Manager: GEORGE J. STUDD. Tel. Central 469! 


WALES NEWS 
Daily of 


Tel. 33022 


doors, it either gets drenched in 
a downpour. Or, in town, it col 
lects a film of industrial grime. 
This ruins everything It 
shortens your clothes’ life 


1 
aiso 


If you hang washing indoors, it 
drips on the floors, steams near 
the fire and makes the whole 
house damp, You will forgive us 
for saying that nothing looks 
more sluttish. But there used to 
be no other way. 


Now at last the RAYMIT DRYING 
MACHINE dries—and = airs-——your 
whole wash quickly and cleanly, 
fragrantly and neatly. On wintry 
days it is very useful, too, in dry- 
ing out wet clothes (children’s 
overcoats, for example) and so 
preventing chills. It is guaranteed 
not to shrink woollies. You can 
burn your clothes-pegs, and sell 
your clothes-line as old rope. 


But don’t rush it. There’s no 
hurry. Although the RAYMIT DRyY- 
ING MACHINE can dry your clothes 
faster than sunshine, it is fairly 
expensive. It costs £63 (including 
Purchase Tax), True, it quickly 
makes this up by reducing wear 
to your clothes, and by saving 
your labour, And generous H.P. 
terms are available. But only 
make up your mind after seeing 
a free demonstration 


You can have one, any Satur- 
day morning, either at the shop 
where you bought your RAYMII 
WASHING MACHINE or at any shop 


June 25, 1953 

which stocks RAYMIT, by courtesy 
of our dealers. Why not tear this 
advertisement out —and discuss it 
with your husband this evening? 


New Raymit Drying Machine 
completes your home laundry. 


Captions—to machine: 

1. The RAYMIT DRYING MACHINE 
is electrically driven (off the same 
point as your washing machine, 
if you like). The air is heated by 
gas and ” specially conditioned 
for fragrance. 

2. Safety devices are fool-proof 

and children-proof. Ask to see 
them. 

3. Made of steel and finished 
in an elegant white enamel. 

4. Size? about the same as the 
RAYMIT WASHING MACHINE. Will 
fit under the average draining 
board. 

Caption in arrow in picture: 
“And now—Raymit drying 
machine.” 

Captions to 
again” 


“never, never 
“It’s no good—-I'll have to wash 
this white dress all over again 

it’s covered with soot.” 
“Can't wash to-day—it’s pour- 
ing. And I did so want my best 
dress clean for the party.” 
“Why must we have all these 
beastly damp clothes dripping 
everywhere” (plea by your 
husband) 


‘HOGMUDDLE NIGGLER’-BY EMETT 


Wide disolay is being arranged 
for a new piece of farm machi- 
nery designed by Rowland Emett. 
“L have long wanted to do for 
agriculture what the kettle did 
for James Watt.” he has said, 
adding that he had been per- 
turbed at the vast numbers of 
gentlemen farmers. walking 
abroad with — badly notched 
gaiters due to falling over great 
quantities of agricultural machi 
nery abandoned all over the farm 


Styled the “Hogmuddle All 
Purpose Rotatory Niggler and 
Fidgeter,” the claim is that it will 
carry out all Known farm opera 
tions and so tidy up the country- 
side 


This revolutionary piece of 


equipment is being used by 
Petters Ltd., who are able now 
to demonstrate on any one stand 
at trade exhibitions, the adapta- 
bility of their engines for agri- 
cultural use. 


The primary section, which is 
joined to the secondary by an 
arch which allows the free pass- 
age of the hunts, includes an ege- 
inducer. Other devices are a 
wurzle-digger and a_ thatch 
trimmer (which will also cut the 
farm workers’ hair), 


The machine (illustrated below) 
was built by J. E. Slater Ltd., and 
is a feature of interest at the Bath 
and West Show. It will also be 
seen at the Royal Highland, and 
the Royal Agricultural shows. 
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. of all the replies received, more than ninety 


per cent. were in answer to the advertisement which 
appeared in THe Dairy Terecrapn, 


h 


They 


tell us 


rae 


what they 


like 


. P 
. Something 


tion in your paper. 


G. W. Williamson, Belfast. 


... So far the replies from Tue Dairy 
TececrarH have numbered considerably 
more than the replies from all the other 
publications combined. 


Surling Ltd., Birmingham, 


think of us 


. our clients have had so many 
replies to this advertisement that 
they cannot all be answered indivi- 
dually. George Murray Ltd., London 


. . the Sales Manager tells me 
he gets much the best results 
from THe Dairy TeLecrapn. 
A London Advertising Agency. 


of the 


replies received were due to the inser- 


Accountant and Auditor, Northampton. 


. . « By all the prophets your great paper 
does surely draw! 


Sir Harry Brittain, Hants. 


The original letters containing the above can be seen on our files. 


The Daily Telegraph 


The paper people trust 
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ADVERTISER'S WEEKLY 
PACKAGING SURVEY 


How to win publicity for the 
coming 


ERY ENERGETIC efforts 

should surely be made to 
publicise the winning entries of 
the forthcoming paper box and 
carton competition. For one 
of the nation’s all too “silent 
service” industries the event 
represents a chance to bang the 
drum that would be ridiculous 
to miss. 

Speaking recently of the 
contest EE. F. Pye, chair- 
man of Richard Pye & Sons 
Lid., stated that among the 
objects were a desire to 
emphasise the value of adver- 
tising and to give aid in the 
task of selling British goods in 
the markets of the world. 

The market at home ought not 
to be forgotten and it has yet to 
be proved that the general public 
is passive about packaging, On 
the contrary, plenty of evidence 
exists to indicate that the appeal 
of a pack may sway a sale 
Specialists in the essentially “im 
pulse buying” field of — self 
servicing are convinced — that, 
contents and price apart, the 
package could not be more im- 
portant 

For this reason the hope is 
that the public will be = given 
every opportunity to see the win- 
ning entries at least in pictorial 
form, and to learn why they have 
been preferred above others. ‘The 
competition ought not to be 
allowed to become merely 4 
trade and industry concern nor, 
on the face of it, does there 
seem to be any reason why it 
should not become an annua! 
event. 

In the United States a very 
great deal of attention is paid by 
the sponsors of packaging com 
petitions to ensure that this 
broad publicising is in fact 
carried out. While it goes with 
out saying that the American 
practice in this as in other fields 
of advertising cannot automatic 
ally and without modification be 
applied in this country, there is 
a great deal that can be noted 
and profitably followed up. 

One can aptly cite the way in 
which the Folding Paper Box 
Association of America handles 
the post-decision publicity of 
their annual competition 

About a month before the 
annual meeting of the Associa 
tion photo prints of the winning 
entries go out to the trade press 
As there is a wide range of cate 
gories (listed below) this picture 
distribution is in itself quite an 
undertaking. But what happens? 

Pages of eye-catching presenta 
tion appear in the nress round 
about the time of the meeting 


paper box contest 


Seated amid prize winning cartons the “Miss Folding Carton” 


of the 


vear finds her way on to the pages of newspapers which usually pay 
no heed to packaging affairs. 


enabling a follow-up article on it 
to come in next month. That 
takes care of the trade press and 
not only in the United States; the 
May edition of South African 
Packaging, for example, came out 
with a very effectively laid-out 
two-page feature on the contest 
including five pictures 

Acting on the proven theory 
that a pretty girl picture stands a 
chance of getting into the non- 
technical press even though very 
closely tied in with a technical 
subject, care is taken by the 
association to have on hand at 
the meeting a “Miss Folding 
Carton” of the year This year 
the lady under consideration was 
Caro] Segermark and it remains 
to be seen whether she will beat 
the present known space-gaining 
record of “Miss” Flowers” By 
Wire” upon whose coronation 
the Florists Telegraph Delivery 
Association snent $6,000. Subse- 
quent unpaid stories and pictures 
in the press were valued at about 
$1} million 

A British version of “Miss 
Folding Carton” ts not so far 
projected in connection with the 
coming contest. Indeed. it is 
much to the credit of the persis 
tent efforts of the British Paper 
Box Federation and the British 
Carton Association that the event 
is to take place at all. Even now 
not all the boxmakers are in 
favour of it. 

This is an attitude of mind 
with which it is hard to sym 
pathise, but with the success of 
the first venture one may expect 
the opposition to evaporate when 
the second is provosed. That was 
the way of things in the United 


States and last year the entries 
sent in to the Folding Paper Box 
Association ran to 4,516-—-a con- 
siderable increase. 

Great attention is paid by the 
association to the matter of cate- 
gories. Every asnect of folding 
paper box making is covered 
thus enabling the ultra-specialists 
of what is generally considered in 
uny case to be a snecialised in- 
dustry to gain a citation and all 
the accompanying publicity 
Awards are made according to 
the following formula of cate- 
gories. In each case there is a first 
and second award followed by 
“honourable mentions.” 


|. Technical Superiority of 
Printing 
(a) Best One-Colour 
ing 
(b) Best Two-Colour Print 
ing 
(c) Best Multi 
Printing 
. Technical Superiority of 
Construction 
(a) Ingenuity 
tion 
(b) Best Display Container 
Best Potential New 
Volume Use for Paper- 
board 
_ General — Superiority 
According To End Use 
This wide category includes 
Medicinal; Cosmetics and 
Personal Accessories: Soap: 
Food; Bakery Goods: Con- 
fections: Tobacco; Hard- 
ware. Textile and Apparel: 
Retail Boxes: Carriers: 
Beverages; Toys; Paper 
Goods; Miscellaneous, 


Print- 


Colour 


of Construc- 
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Our Packaging Correspondent 
welcomes the forthcoming 
paper box and carton com- 
petition and notes the impres- 
sive advertising such events 
have gained for the industries 
concerned in the United States 
and Canada. Two new British 
packaging developments are 
also recorded. 


The size and scope of this con- 
test certainly gives point to the 
message prominently displayed 
in the April issue of the Associa- 
tion’s Folding Box News: “Now 
is the time to start preparing for 
the next Competition.” 

Another country in which 
packaging competitions are now 
firmly established is Canada 
Sponsored by the Packaging 
Association of Canada more than 
300 entries were submitted in the 
1952 contests by manufacturers 
of every type of product. More 
than 9,000 businessmen at 
Canada’s first Packaging Exposi- 
tion held last October saw the 
winning entries. This year the 
belief is that well over 700 
packages will be sent in 

According to a spokesman of 
the PAC the Consumer Package 
competition was launched in 
order to “stimulate higher pro- 
fessional standards in Canadian 
commercial package design and 
production, and to bring recog- 
nition to such efforts.” The pur- 
pose of the Industrial Container 
Design competition, on the other 
hand, was “to stimulate Canadian 
development in industrial pack- 
aging and packing, and by recog- 
nising significant improvements 
through competition, further to 
reduce packing and _— shipping 
costs and losses, thus to aid the 
shipper, the handler, and the con- 
tainer manufacturer.” 

Ihe terms of reference used by 
the judges in the Canadian com- 
petitions last year might very well 
be of direct interest to British 
advertising men. After all, the 
need for more exnorts to Canada 
is hardly less important than to 
increase them to the U.S.A. 

Entries in the Consumer Pack- 
age Competition was based on 
such considerations as mass dis- 
play effects, advertising values, 
merchandising appeal, consumer 
end-use, illustration, and produc- 
tion ability. Entries for the In 
dustrial Containers Design con- 
test were appraised On such 
values as product protection, 


The “gift” Peek Frean biscuit tin 
carries no visible trade name. 
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* Packaging Survey 


—continued 


carrier requirements, novel app!) 
cation of materials, methods im- 
provements, ease of handling, and 
economical practices 

As a further incentive to the 
creation of original design by 
Canadians in the packaging field. 
the PAC have decided to organise 
regular package design forums 
The first was held not long ago 
in Toronto and according to 
Clair Stewart, art director for 
Rolph-Clark-Stone Lid., it) was 
an outstanding success. 

One of the main items was an 
address emphasising the high 
value of a distinctive trademark 
This was given by J. Nash, 
a New York industrial designer, 
who also stated that experience 
had shown design in retail pack 
aging to be more important than 
colour 

His thesis was demonstrated 
by a strong visual presentation 
of well-known brand trade 
marks which had the lettering 
deleted. The majority of his 
more-than-300 audience recog- 
nised the “blank” trademarks 
even though the designs were 
presented in the wrong colours 

For this reason, declared Mr. 

Nash, “the design of the pack- 

age trademark must have a 

distinctive shape and good 

character value which will be 
easily recognised and remem- 
bered by the consumer. Circles, 
rectangles and other geometric 
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forms should be avoided be 

cause they have a tendency to 

lose identity value.” 

The concept of the package as 
an advertisement was new. he 
went on, but was becoming in- 
creasingly important in view of 
the growing self-service type of 
selling especially in the coming 
era of stiffer competition for the 
consumers’ money 


New British Designs 


[here are occasions, however, 
when it might be thought advis- 
able, because in the interests of 
higher sales, to feature sheer 
attractiveness rather than a brand 
name or trademark. Such think- 
ing lies behind the creation of 
the “Persian Art” export biscuit 
tin which has been designed by 
Derek Mills for Peek Frean 

The name of the manufacturer 
nowhere interrupts the over-all! 
Persian motif. Instead, it is 
printed on the label which covers 
the base of the tin and on which 
photographs of the assorted bis- 
cuits within are depicted. Thus, 
“Peek Frean” appears many 
times on the back of this con- 
tainer because each biscuit is im- 
pressed with the name of the 
makers. Beneath the label and 
directly on to the tin the name 
has also been printed. The eye- 
catching character of this con- 
tainer is undeniable, At the same 
time the trade name is sacrificed 
and the issue of any point-of- 
sale aids cannot be relied upon 
in every instance to rectify the 
deficiency. 


YOUR CO-OPERATION IN 
NOTING OUR NEW ADDRESS IS 
VERY MUCH APPRECIATED 


The state of things at our new premises is not yet 
shipshape-—we still have carpenters and builders, 


painters and polishers-—-and we apologize to your 


messengers who have had to climb many stairs 


because the lifts have not been working—but the 


organization is fuctioning, we trust, 


efficiency. 


with (fs usual 


RHPENNEY, Qodoertisement 


NORTHCLIFFE NEWSPAPERS GROUP LTD. E= 


The new range of Taylor Walker beer bottle labels. 


June 25, 1953 


It is hope d that 


the Cannon Stout design will give rise to a new across-the-bar call 


In issuing this container the 
Peek Frean Company feel that 
they will gain in the long-range 
“prestige” field more than they 
might possibly lose in the short 
run. The hope is that the tin 
will go on the sideboard as a 
permanent container when the 
contents have been eaten, 

The new Taylor Walker trade- 
mark, a monogram of TW sur- 
rounded by a motif of barley, 
is being effectively used in all but 
two of their special labels de- 
signed for the Coronation period 
The designers, T. H. M. Partners. 
were originally commissioned to 
do no more than design one 
special Coronation Ale label, 
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When this was seen, however 
the company decided to go 
ahead and have their entire range 
of labels refashioned. The de- 
sign features in this case are the 
cut corners. These establish a 
rapid recognition of all Taylor 
Walker products. The traditional! 
oval is retained within the dis- 
tinctive outer shape 

Cut corners apart, the Cannon 
stout label is in striking variance 
with the rest of the family. The 
hope nourished by Taylor Walker 
is that it will result in “Cannon 
stout” being asked for rather 
than the harder-to-say “Taylor 
Walker's Cannon Stout.” 
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Point of Purchase Displays 


New devices to brighten 


ISPLAY devices calculated 
to provide both convenience 
and appeal for chemists’ counters 


chemists’ counters 


Ihe display stand presented by 
Herts Pharmaceuticals Ltd., is be- 
ing given with every order of £20 


TRUFOOD 
SPOON FOOLS 


vec mee 


clear glass jary 


ADVERTISER'S WEEKLY 


TRUFOOD 
SPOON FOODS 


o~ Brees 


and windows have recently been 
offered by three companies. 

The object of the Trufood dis- 
play unit is to enable and per- 
suade the chemist to set the jars 
before the customers in an attrac- 
tive fashion. In themselves the 
clear glass containers are an im- 
portant selling point. The strutted 
showcard is only nine by seven 
inches, being designed specially 
for narrow shelves and = small 
spaces. Unit and the showcard 
were designed by the F. W. O. 
White Advertising Service. 

A particular feature of the 
Sloans Liniment crowner is its 
lean-back construction. This 
avoids causing any apparent size 
reduction of the package. 
Colour scheme is yellow, wine, 
black and grey. Design is strong 
and the message readily assimi- 
lated. Distributed in sets for 
counter and window display, de- 
sign and production is by Fords 
Advertising Ltd. 


Clear glass jars 


ABOVE, The Trufood display unit hay been deliberately designed for 

small spaces. LEFT: The Nivea stand presents a variety of items. 

BELOW: Strong design has been brought to the Sloans liniment 
crowner, 


or over of assorted Nivea items. 

Holding «a number of these 
items in the 2s. 3d. size, this re 
presents a smart counter unit well 
able to catch the customer's eye. 
Advertising for the company is 
handled by James M. Greenwood 
Advertising Ltd. 


meet the man 
coho isn’t there.... 


It’s a question of the Anniversary Booklet. 
So of course they want something 
Pa that’s going to be rather grand. 
Typographer, 
layout man, print manager have all come together 
and they’re pleased with the ideas they’ve planned, 
\ : But though so much depends on an expert use 
of paper, there’s no one present 
who’s really a paper specialist. 
Do call in Spicers Paper Consultant 
When you make your initial plans. 
He can suggest kinds of paper 
that will give a new vigour to your project, 


and lift it right out of the ordinary run. 


speak to ae 


Telephone: CENTRAL g211 


‘1g New Bridvc St., London E.C.4 
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Wide are 


the wants of 8,000,000 families 


Kacn issue of the Radio Times goes into 8,000,000 homes 


(60°% of those in Britain) and is constantly on hand for nine 


whole days. With such a 


vast and prolonged coverage the 


Radio Times provides a perfeet market for good products with 


a mass appeal 


cars or cigarettes, banking or blankets 


anything. in faet. that 8.000.000 families want. 


4 


Brighter Homes 
Lighter Work wits 


WARERITE 


PLASTICS 


WARERITE isthe won- 
derfulsurfacing material 
which gives brighter 
lenger life to furnimure 
in every room in the 
house Stains and mark 
left by sp It liquids hot 
or cold —are completely 
removed by arub witha 
damp cloth There's no 
Need to use a tablecloth 
ona WARERITE table 
top. Always insist on 
furniture with genuine 


WARERITE | surfaces 


-FREE a di or 


FOUR SPLENDID 
WARERITE 
Tumbler Mats 


and illustrated Book ler 


yeuree!’ the outstanding 
qualities of WARERITE 
we offer FREE « sot 
of four sample Taw bier 
Mats anda boos of briebt 
WARERITE ideas. All 
708 have to do 


POST THIS 
coupon —TODAY 


FEGO TRADE Mae 


Panett rcoa.* g 


wanes ws maderoe 
variety © peahoe pat 
teros wo 4 wide ‘ange of 
brabt end pasie! colour 
to match any decorative 
fornisbing scheme 


To: TM Section, WARERITE LTO. “WARE, HERTS ! 


Please sead me FREE set of 4 Tombier Mats aod book of 
brabt WARERITE ideas, BLOCK CAPITALS PLEASE ! 


Name —.o——._ ___ 


ddress 


To show the breadth of the 
Radio Times market we com- 
pare opposite, county — by 
county, the results of Radio 
Times advertisements for two 
very different popular require- 
ments holidays and tumbler 
mats, 


The * Isle of Man’ 


reflect a natural tendency for 


results 


the centres of popuiation which 
lie close to the Island to pull 
more heavily than those which 
are distant. But) apart trom 
this geographical influence it 
can be seen that) the per- 
centage results from both the 
* Isle of Man’ 


are remarkably 


and * Warerite* 
evenly = dis- 
tributed throughout the British 
Isles in proportion to local 
circulation, and hence local 
population, 

If you are selling a product or 
service nationally, 
Radio Times is 


market. A 


market which not only returns 


obviously, 
here in’ the 


your Number | 


heavy results from the packed 
industrial areas, but one which 
winkles out replies from every 


corner of Britain. 


me te 


Fe gd 


to every 
reader 


100 PAGE ILLUSTRATED 


TO THE GUID E 


ISLE OF M 


Go abroad to Britain's own 
Holiday Island where your £1 

is still worth twenty shillings 
For full information, including 
travel and accommodation, com- 
lete the coupon below and post to 
b A. Bond, Publicity Dept., 


COUPON ® 


| Name 
| Address 


8,000,000 FAMILIES 


Go abroad to the 
ISLE OF MAN 


Isle of Man 


READ 
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v COUNTY 


total replies 
isle of Man 


total rephes 


readers of RADIO TIMES 


Percentage of Percentage ot Percentage of 
Radio Times 
net sales 


Warerite 


647 ADVERTISER'S W 


Percentage ot Percentage ot Percentage of} 
Radio Times’ total replies 
net sales 


COUNTY 


total reples 
Warerite 


ENGLAND 


LONDON and HOME 
e- COUNTIES 
4 BEDFORDSHIRE 
f BERKSHIRE 
: BUCKINGHAMSHIRE 
io CAMBRIDGESHIRE 
he CHESHIRE 
per CORNWALL 
/ CUMBERLAND 
. DERBYSHIRE 
DEVON 
DORSET 
DURHAM 
GLOUCESTERSHIRE 
HAMPSHIRE 
HEREFORDSHIRE 
HUNTINGDONSHIRE 
LANCASHIRE 
LEICESTERSHIRE 
LINCOLNSHIRE 
MONMOUTHSHIRE 
NORFOLK 
NORTHAMPTONSHIRE 
NORTHUMBERLAND 
NOTTINGHAMSHIRE 
OXFORDSHIRE 
RUTLAND 
SHROPSHIRE 
SOMERSETSHIRE 
STAFFORDSHIRE 
SUFFOLK 
~ SUSSEX 
2 WARWICKSHIRE 
= WESTMORLAND 
WILTSHIRE 
WORCESTERSHIRE 
YORKSHIRE 
ISLE OF MAN 
CHANNEL ISLANDS 


SCOTLAND 


ABERDEENSHIRE with 
KINCARDINESHIRE 

ANGUS 

ARGYLL 

AYRSHIRE 

BANFFSHIRE 

BERWICKSHIRE 

BUTE 

CAITHNESS 

CLACKMANNANSHIRE 

DUMBARTONSHIRE* 

DUMFRIESSHIRE 

EAST LOTHIAN 

FIFE with KINROSS-SHIRE 

INVERNESS-SHIRE with 
NAIRN 

KIRCUDBRIGHTSHIRE 


0 550 


co eoooocoooocoocooo 
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8388 


All enquiries to: Head of Advertisement Department, BBC. Publications, Broadcasting House. Portland Place, London, WI 


isle of Man 


SCOTLAND (continued) 


FERLY 


LANARKSHIRE* 2 100 3-672° 2 000 
MIDLOTHIAN 0 942 0 616 0 961 
MORAY 0 060 0 032 0-051 
ORKNEY 0 048 0 024 0.073 
PEEBLESSHIRE 0 025 0 032 0-025 
PERTHSHIRE 0 1865 0 088 0.129 
RENFREWSHIRE* 0449 _ 0 287 
ROSS and CROMARTY 0 05! 0 064 0 030 
ROXBURGHSHIRE 0 087 © 080 0 G44 
SELKIRKSHIRE 0 040 0 024 0.018 
SHETLAND 0 O31 0 O16 0 070 
STIRLINGSHIRE 0 221 0 216 0 202 
SUTHERLANDSHIRE 0 016 0 008 0 030 
WEST LOTHIAN 0 067 0 048 0 059 j 
WIGTOWNSHIRE 0 043 0 040 0 022 

7 010 6 824 6 000 | 


* Isle of Man results give Lanarkshire, Dumbartonshire and Renfrew- 
shire together and the total figure is shown against Lanarkshire which 
includes Glasgow and environs 


WALES 
ANGLESEY 0 106 0 088 0 070 
BRECKNOCKSHIRE 0 063 0 048 0 033 
CAERNARVONSHIRE 0 304 0 344 0 64) 
CARDIGANSHIRE 0 150 0 0% 0 062 
CARMARTHENSHIRE 0318 0 240 0 200 
DENBIGHSHIRE 0 362 0 3% 0.254 
FLINTSHIRE 0271 0 240 0173 
GLAMORGANSHIRE 2 154 | 800 1 507 
MERIONETH 0 094 0 104 0 100 
MONTGOMERYSHIRE 0 090 0 064 0 033 
PEMBROKESHIRE 0 150 0 128 0.125 
RADNORSHIRE 0 025 0 024 0 018 
4110 3512 3 200 


NORTHERN IRELAND 
ANTRIM 


0 810 1 840 1 260 
ARMAGH 0 106 0 248 0 100 
DOWN 0 362 0 512 0 287 
FERMANAGH 0 034 0 040 0 051 
LONDONDERRY 0 130 0 232 0-147 
TYRONE 0 088 0 160 0 088 
1 530 3032 2 000 
EIRE - 0 256 0-121 
SUMMARY 
ENGLAND 87 35 86 376 88-7 
SCOTLAND 701 6 824 6-0 
WALES au 3 512 32 
NORTHERN IRELAND 153 3 032 0 
' 


EIRE 0 256 0 


( Member of the Audit Bureau of Cireulations ) 


RADIO TIMES 
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World’s second largest 
Evening Net Sale 


COPIES DAILY 


IN GREATER LONDON 
AND THE 
HOME COUNTIES 


The lowest rate per inch 
per thousand in its group 


ROY CLARK, Advertisement Director ‘ Bouverie Street, E.C.4 * ’Phone : CENtral 5000 
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FOUR OUT OF FIVE ADULTS READ AT 
LEAST ONE EVENING 


N invitation from the 

editor to write about the 
London evening press gave me 
a refreshing opportunity. 

Taking on the role of his re- 
porter, | did some consumer re- 
search on one of our most 
eminent research experts who, 
being a good fellow and a good 
friend, told me some of his rea- 
sons for recommending my paper 
and the others in the group. 

It was an entrancing experi- 
ence, rather like hearing one’s 
bank manager protest at the in- 
significance of one’s overdraft, or 
the tax inspector suggest that a 
claim for expensés was ridicu- 
lously low. I left my researcher 
feeling that Coronation week had 
spread its rosy glow even to that 
gimlet-eyed group of experts whose 
professional task sets out to prove 
that nothing is what it appears 
to be and certainly not half so 
good as it seems. I fear, how- 
ever, that his contemporaries 
will find littke of value in my 
article which sticks to simple 
facts and the A.B.C. of its sub- 
ject 

We proceeded to take a look at 
the Greater London area which 
is the hard core of London even- 
ing circulations. 

Within this radius, my friend 
was able to show me, 80 per 
cent of the total adult popu- 
lation, being over 16, reads at 
least one London evening news- 
paper (which is as intense a 
saturation as can be found in 
any group of daily media in the 
country). 

Here is a population of eight 
and-a-half million souls, almost 
one-fifth of the total inhabitants 
of England and Wales, of which 
only 1-4 per cent are registered 
unemployed 

At this noint we diverted to a 


PAPER 


By ROY CLARK, advertisement director, The Star 


One quarter of the entire nation’s retail buying takes place 


in Greater London. 


Evening newspapers are bought by a homeward bound 
readership ensuring that the whole family is reached. 


London is the proven spearhead of big selling campaigns. 


The always large spending power of the area has been 
greatly magnified by the Coronation. 


document published by Her 
Majesty's Stationery Office and 
selling for a modest half-crown 
It is called a Census of Distribu- 
tion of the Retail Trade, ana is 
most informative This showed 
that in London and the south- 
eastern area, which, for practi- 
cal purposes can be assumed as 
the effective area of London 
evening distribution, retail sales 
in 1950 (the last available figure) 
added up to twelve hundred and 
ninety-six million pounds. ‘The 
figure quoted is one-quarter of 
the total sales of Great Britain 
this time including Great Britain 
Scotland and Wales. So that the 
money spent in our London 
evenings’ area beats the average 
for the whole country by the 
total turnover of Scotland 


Heavy sales of 
department stores 


The same document analyses 
expenditure by trades. As was 
to be expected, foodstuffs led the 
field in turnover, with clothing 
and furniture taking second and 
third places respectively It is 
significant that department stores 
in our area turned over 118 
million pounds, or 9 per cent of 
the total sales They are by far 
the most vrolific users of London 


evening newspaper space of any 
class of advertiser. 

It shows also that our area 
supports the largest number of 
retailers in such fields as cloth 
ing, furniture, footwear, radio 
and electrical apparatus, chemists 
and photographic stores and 
many other trades. 

Here then, in a broad land- 
scape, 18 the picture of the 
market we London evenings have 
to offer. IT am often asked to 
break down our circulation dis- 
trict by district. We simply can- 
not help our inquirers in this 
way. A London evening news 
paper is sold largely to a moving 
public, very largely by street 
sellers or terminal bookstalls 
Its point of sale rarely coincides 
with its ultimate point of reader 
ship, and because it is bought 
hot off the press, its proportion 
of deliveries direct into the home 
is comparatively small. What is 
important to the advertiser is that 
it is bought homeward-bound, 
and the family man who arrives 
home without it does not find 
‘Welcome™ written on the mat. 
We can, and do, tel! those of our 
advertisers who are interested, 
the timing of our sales of The 
Star, so that they ca idge how 
much of the total is taken up by 
these homeward-bound readers 
The timing of these eS proves 


that our circulation must be con- 
centrated in the London and 
Home Counties area and presum- 
ably follow more or less sym 
metrically the population in that 
area 

What of the advertisers who 
use us, the London evenings? As 
I have said earlier, the depart- 
ment stores are by far the biggest 
single group in terms of lineage. 
It is natural they should be 
because their vast milling multi- 
tude of customers is mostly within 
personal shopping range. But, 
most significant, the big stores 
are in a position to judge, day 
by day, the precise pulling power 
of their advertising, paper by 
paper. The fact of their regular 
and extensive use of their columns 
is surely proof positive of the 
power of the London evenings 
to make sales 


Many campaigns 
for new products 


Again, in recent times, many 
new products have been launched 
through intensive campaigns in 
the area covered by our group 
The market, as I have shown, is 
a national market in miniature 
The papers in which they adver 
tise are Metropolitan papers pro 
duced with all the skill and 
resources of our great national 
press, and its equal in prestige 
Yet they are localised in. their 
circulation and so avoid waste in 
selling where distribution of the 
g00ds would be ineffective. They 
cover, In many cases, the part of 
the country nearest to the manu 
facturers headquarters, thus sim 
plifying contro! of the sales force 
and transport of merchandise, 
and they start a selling fashion 


(Continued on page 651) 
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ADVERTISER'S WEEKLY 


THE 


KENSINGTON 
NEWS 


AND 
West London Times 


- FRIDAY (Price 3d.) - 


This popular Newspaper has been established over 80 years 
and circulates in the following districts: 
Kensington Shepherd's Bush Hammersmith 
S. Kensington Bayswater Fulham 
Notting Hill Paddington Chiswick 
Brompton Chelsea Barnes 
Mayfair 


HEAD OFFICE: 118 KENSINGTON CHURCH ST. W.8 


For advertisement rates and specimen copy telephone 
BAYswater 3221/2, 7267/8. 


COUNTY OF LONDON AND SUBURBAN 
PRESS GROUP 


ST. PANCRAS CHRONICLE 
FINSBURY WEEKLY NEWS 
ISLINGTON GUARDIAN and 
HACKNEY NEWS 
HOLBORN GUARDIAN 
HAMPSTEAD & HIGHGATE 
RECORD and CHRONICLE 
MARYLEBONE CHRONICLE 
PADDINGTON NEWS 
WESTMINSTER CHRONICLE 
* 


Combined Rates for the Group 
Display Advertisement Rate 12/- per in. Classified Small 
Advertisements Twopence per word (minimum 12 words). 


* 
Head Office : 


132 ROYAL COLLEGE ST., CAMDEN TOWN, N.W.1 
Telephone GULliver 2300 4638 
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LONDON AREA WEEKLIES 


Two hundred local 
newspapers read in 
almost every home 


jo think that the London weekly oress is 
such a comolex media field that economic 
use is diflicult is completely erroneous. The 
advertiser should judge the quality of circu- 
lation and family readershino of four or five 
persons a cony. Then, at between fourpence 
and sixnence per thousand copies, it is seen 


to be a very cheap buy, 


says T. F. BISHOP, 


Advertisement manager, London Counties 


Newspapers 


MREATER London has a 
population of over eight 
million, approximately  one- 
sixth of the population of the 
British Isles, living in an area 
of less than half a million 
acres. It has over 200 local 
newspapers. Many of these 
overlap in- their circulation 
areas. Some districts are served 
by two, three or even four 
weekly publications. 
The above bald figures give 
some idea of the comnlex ap 
pearance of Greater London 
when examined by the space 
buyer who ts considering a 
scheme for a sales drive of an 
established article or the 
launching of a new product 
As befits the largest concen 
trated market in the British Isles 

probably in the world—outlets 
for oublicity are many and 
varied, including outdoor sites, 
cinema screens, London Trans 
port vehicles and. stations, the 
three evening naners and the local 
weeklies 


Strong case for 
advertiser support 


Of these, the weekly news 
papers have a strong case for ad 
vertiser sunnort because they can 
guarantee to enter the home and 
be read thoroughly by all mem 
bers of the household, who are 
most receptive when able to give 
their undivided attention both to 
news and advertisements without 
the distractions and hurry” of 
daily business and travelling. In 
the case of the housewife who 
rarely trave's to town the local 
paper is one sure way of bring- 
ing a new nroduct to her notice. 

Greater London and the Home 
Counties are in many respects 
representative of the whole of 
the Country, with every tyne of 
industry ranging from heavy 
engineering to fashion designing 


and agriculture to aircraft pro- 
duction The neonvle of Greater 
London are as diverse as their 
employment, the true “Cockney” 
now being in the minority com 
pared with the new race of 
Londoners, sons and daughters 
from the families who took part 
in the great drift southwards to 
London during the last fifty vears 
or so 


Only means of 
getting local news 


These families, wherever Puos- 
sible, settle in the suburbs and 
Home Counties, travelling to 
work in the City and West End 
The local weekly pvaner js their 
only means of discovering the 
social, religious and recreational 
life of the district. of reading the 
council renorts, the classified ad- 
vertisements, and probably the 
most important, the shopping 
news and news of local entertain 
ments No other publication 
occunies the same nlace as the 
local weekly in home life and it 
is retained for reference until the 
next issue is delivered 

During the post-war yeurs of 
re-housing and re-building there 
has been a much larger move- 
ment of population from the 
Inner London area to the new 
satelite towns in the Home 
Counties Here the same facts 
stand out. The county weekly 
covering the new housing estate 
becomes guide and friend to the 
new residents, who often feel 
strange in an unfamiliar environ- 
ment 


The advertising agent and his 
client. who, during the war and 
for some years after, used the 
London suburban weeklies 
initially as an extra outlet neces- 
sitated by snace restrictions in the 
nationals, have realised that the 
weeklies cannot be ignored be- 
cause they do reach the hub of 
the family, the housewife, as weil 
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June 25, 1953 


as the members who leave home 
for work or study 

During my practically 
conversations with space-buyers 
| have obtained the impression 
of a general feeling among them 
that the London weekly press is 
such a complicated media field 
that economic use is difficult 

This attitude is completely 
erroneous. A larger certified net 
sale than, for instance, that of 
the London evenings, may be ob- 
tained with no more trouble to 
the agent if he uses the groups 
formed for the purpose of serv- 
ing the advertiser wishing to ap- 
peal to the whole of London and 
the Home Counties. The oldest 
and largest of this group is 
Greater London's Greater Press 
More pin-pointed advertising in 
localised areas of this great mat 
ket can be obtained by using the 
proprietorial groups such as my 
own, of which there are several, 
with net sales varying from 
50,000 to 150,000, and covering 
most London areas 


How to fill 
in the gaps 
The kev to simplified and 
ethoaen coverage IS the use of 
one or more of the groups, the 
gaps in certain districts being 
filled in by independent papers, 
some Of which have large certi- 
fied figures. 
Ihe advertiser who uses the 
weeklies should judge the quality 
circulation and the family reader- 


daily 


four of 
copy Then, at 
tWeen fourpence 
per thousand 
seen to be a 

Many 


adays 


ship of five members a 
something be 
and sixpence 

copies, they are 
“very cheap buy.” 
advertising agents now- 
have their own research 
departments giving much detail 
of neomes, trades, ete.. for 
Various areas, but the situation in 
London with very few analogous 
borders for boroughs and news 
papers makes it difficult to obtain 
a true picture of the coverage of 
any one weekly paper. It is 
therefore up to us, the advertise 
ment executives in Greater Lon 
don, to be ready to supoly an 
answer at short notice to any 
query. While it is not economic 
illy possible to set un special 
organisations for this purpose the 
weeklies must appreciate that 
the advertiser is insisting on 
more information on what he gets 
for his expenditure. He wants to 
know the purchasing power of 
the district, the percentage of 
population and exact area 
covered and above all, certified 
net sales 

The time is surely coming when 
all papers who wish to share in 
the carrying of national advertis 
ing will have to publish ABA 
certificates. Until we all come out 
into the open in this way about 
our net sales we cannot hope to 
enjoy our fair allocation of 
national business, 

It is a promising 
despite increasing rivalry 
other media as newsprint 
ing eases, the suburban 


that 
from 

ration 
week lies 


sign 
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ed ‘ 
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CIRCULATES IN 


Mortlake 
Kensington: Putney 
Shepherd’s Bush 
Richmond « Fulham 
Notting Hill: Acton 
Paddington - Ham- 


Barnes - 


mersmith~ Southall 


St. Marylebone 
Harlesden: Hanwell 
Chiswick: Hounslow 
Bayswater - Brent- 
ford: W.Kensington 
East Sheen 
Knightsbridge: Kew 


every week 


CIRCULATION 22,104 


A.B.C. 


July to December 1952 


% Send for Rate Card and Voucher to: 


THE WEST LONDON OBSERVER 


advertising €. 


are holding ther own 
place nm national sche 
far as the larger 


special 
es and as 
Weeklies are con 
cerned can still take up their full 
allocation of newsnrint That 
this is so ys due to their unassail 
able position as the only medium 
for selective retail co-operation 
and goodwill, local trade adver 
tising, official announcements and 
classifieds The present high 
standards of editorial content 
und service to advertisers can be 
sull further improved if the 
burden of high newsprint costs 


ADVERTISER'S WEERLY 


and inflated 
can be 


overhead 
hehtened 

Ihe suburban 
must neglect no opportunity of 
putting its very convincing case 
before agents and advertisers and 
of nersuading them that not only 
is it unique as an advertising 
medium, but that every assistance 
will be given both in’ handling 
copy, i submitting proofs, in 
general reproduction, and in 
trustworthy information regard 
ing and circulation 
aifeas 


charges 


weekly press 


net sales 


LONDON’S EVENING PAPERS 


Continued from page 649 


which, with great respect 
provincial frends, does 
the rest of the country 
For this reason the London 
evening revion is often used as 
the spearhead of important 
advertising projects. The Dun 
hill cigarette which, after a 
brilliantly conceived and ex 
eculed selling the 
trade was launched almost 
exclusively through fair sized 
spaces in the London evenings 
Sales sprang immediately into 
second place in the cigarette 
market—one of the most difh 
cult and competitive of any 
We have seen many other pro 


to our 
influence 


scheme to 


Not content with presenting the local reader with his 
formation regarding his entertainment, etc., this oldest family newspaper 
covering the vast reaches of Western London, has a special “‘space 
appeal’’ for the advertiser. Recently increased in size 


ducers start and swell into national 
distribution in recent years. The 
detergents, Macdonalds Biscuits, 
and more recently the Robbialac 
Coloriser campaign, are examples 
Others are on the stocks for this 
autumn 

One tinal word 
of wealth which have been 
opened during the Coronation 
period have been largely spent in 
our area. Eight hundred thou 
sand visitors are recorded to have 
stayed in London during Coro 
nation week, The spending power 
of our special community must 
reflect that happy state for many 
months to come 


the floodgates 


news and in- 


now |2 pages 


the West London Observer offers even better value per 


st Dondon Observer 


16 QUEEN CAROLINE 
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ADVERTISER'S WEEKLY 


genes Army and Navy Store: 

was founded in 1871 as a 
co-operative society for officers 
of the Royal Navy and Army 

and their wives and families 
It did not open its doors as a 
normal store for the general 
public until well into the pre 
sent century. Krom the start. 
policy was firmly against pub- 
licity of any kind, and in- 
credible as it may seem, it was 
not until some fifty years had 
passed that shop windows were 
installed. 


Not until after the 1939-45 
war was it realised that some 
attention must be paid to the 
question of publicity. Late in 
1949 a new management con- 
sulted the Stuart Advertising 
Agency: the first resulting ad- 
vertisement appeared in the 
summer of 1950. 

Stuarts’ study of the problem 
as a whole showed that the idea 


6§2 


ADVERTISING CASE HISTORY 


How a London store built up 
its distinctive character 


of the “Co-operative Society” 
still lingered on to the detriment 
of the Stores, and many poten 
tial customers had the impression 
that they were not allowed to 
shop there, and that the “mem 
bers only” rule applied still. 

A more accurate and detailed 
assessment was, however, needed 
So Mass Observation were 
briefed to conduct a large-scale 
survey of existing and potentia! 
customers, 

The first part of the survey 
consisted of a customer count at 


Largest Net Sale in Kent 


KENTISH TIMES | 


SERIES OF EIGHT WEEKLY NEWSPAPERS 


Complete and intensiwwe « 
Series 1s given in the civculation arca of over 130 square 


miles of Went which include 
the thriving 


BROMLEY - 
ELTHAM -: 
SIDCUP - 


DARTFORD - 
BEXLEYHEATH =: 
CHISLEHURST 


overage by the Kentish Times 


within ws boundari+ 
towns of 


ORPINGTON 
ERITH 


80,471 


COPIES WEEKLY 
NET SALE A.B.C. 


FOR YEAR ENDING DECEMBER 


1952 


FLAT RATE 23/- per s.c. in. 


Head Offices : 
TIMES BUILDINGS, SIDCUP 
London Office: 329 High Holborn, W.C.1. Tel. 
also at Bromley, Orpington, 


Eltham, 


Tel.: Foots Cray 1155 (4 lines) 
Holborn 2730 
Bexleyheath, Erith and Dartford 


RICHMOND HERALD ano 
BARNES & MORTLARE HERALD 


Members A.B.C. 


Widely read suburban weeklies 
covering the valuable residential 
district between Richmond and 
Hammersmith. 

A complete weekly news service 
in each Saturday's issue. 


THE HERALD PRESS 


70 Sheen Road, Richmond 


RIChmond 3311 


Not until after the recent war 
was it realised at the Army and 
Navy Stores that attention should 
be paid to publicity. Here is the 
story of the campaign, using all 
media in the London area, that 
was consequently started in 1950 
and continues successfully to-day. 


selected hours. This was followed 
by a series of interviews of custo- 
mers in the store, and, later, by 
interviews with the general 
public. The latter were conducted 
in the area of the store and at 
places within SO miles along the 
railway lines from Victoria 
Station. It was shown that the 
biggest sules “plus” of the store 
was its great variety of stock. 
The biggest “minus” so to 
speak was the continuing “Co- 
operative Society atmosphere” 
symptoms of which were the 
notices telling “members” what 
to do, where and when 
Customers were found to be 
evenly divided between those 


Scorcher 
or Trundler? 


PEDALS OR PISTONS? 


Army s Navy 
Stores 
EVERYTHING FOR EVERYONE 


ABOVE: From the start the per 
sonality of the store was conveved 
by lively and = dignified copy. 
RIGHI Towards the end of 
1951 specific articles were illus 
trated in the advertisements 


living and working locally and 
those who came from stations 50 
miles along the lines to Victoria 
Station 

As a result, careful geograph- 
ical selection has been made of 
the areas in which the advertising 
appears, whether through = the 


0: 


For siesta 

Be comfortable. Here's « folding chair for 
every summer purpose. it's low, light and 
folds absolute’ and costs on fe 


Two little characters were created 
to enliven the pages of catalogues 
and brochures. 


mail, in the newspapers, or on the 
hoardings Posters on local 
stations along the 50-mile stretches 
mentioned, and local paper ad- 
vertising, were used to. get 
messages to one section of custo- 
mers London evening papers, 
besides reinforcing this” effort, 
reached local customers and 
occasional prospects from other 
less accessible districts of Lon- 
don. A number of insertions 
were also. taken in national 
papers and magazines thought to 
have predominantly London cir- 
culations 
The aim of the campaign 
has been to. introduce the 
character of the store to poten- 
tial customers—to show how 
easy it is to reach, how plea- 
sant it is to shon there and 
above all how comprehensive 
are its stocks Ihe slogan 
“Everything for Everyone” 


GOOD NEWS ABOUT 


good blankets 


© cut our blanket prices—slesh 
bo ato Witney Sced obi 


it weight 44 end of le respectively 
~AND BETTER BLANKETS 


FOR WARMTH WITH LIGHTNESS 
» arall won blankets Whipped ends 


21% 61/- 
62.10 75,9 


Arm ys Navy 


Stor 
——- rou EVERYONE 
VICTORIA te DAY AND MIGHT 
tora Mahon 
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LONDON COUNTIES NEWSPAPERS 


NORTH LONDON | SOUTH « WEST LONDON 


SOUTH WESTERN STAR 
Battersea, Clapham, Balham, 
Tooting, Wandsworth, Putney 
FULHAM CHRONICLE 
Hammersmith, W. Kensington 
WEST LONDON PRESS 
Chelsea, Knightsbridge, 
S. Kensington 
WESTMINSTER AND 
PIMLICO NEWS 


HORNSEY JOURNAL 


Finsbury Park & Muswell Hill 
Standard 


NORTH LONDON PRESS 


—— & Holloway Press 
t. Pancras Gazette 


HAMPSTEAD NEWS 


Golders Green Gazette 


MARYLEBONE AND 
PADDINGTON RECORD 


FAVERSHAM NEWS 


East Kent Journal 


A group of ten old established and influential weeklies, each 
one the recognised family paper for its district 


FLAT RATE 
per 45 -. c inch 


MEMBERS OF 


A.B.C. 


FULL PARTICULARS AND RATE CARDS FROM 
T. F. BISHOP, Advertisement Manager 
161 Tottenham Lane, London, N.8 
Telephone: MOUntview 2424 


ADVERTISER'S WEEKLY 


It’s the 
WANDSWORTH 
~ BOROUGH 

NEWS 


for... 


PUTNEY 


— — — — omer 


The finest medium 
in Greater London... 


. and for that reason, fre- 
quently selected by Advertising 
Agents as a ‘testing ground’ for 
large advertising campaigns. 


74,271 


copies weekly 
( JULY— DEC. 1952 A.B.C.) 


SALES NOW EXCEED 77,000 
COPIES WEEKLY 


' Croydon ' 
Purley & Coulsdon \ 
j; Beckenham & | 
Penge 
; Sutton & Cheam , 
| Mitcham & | 
| Tooting 
| Epsom & Ewell =, 
| Wallington & 
Carshalton 


ot 


CROYDON 
ADVERTISER 


| SERIES 


36 High Street, Croydon. CRO 2692 (Private Exchange) 


Page 5 will be available on specified dates for large space 
announcements for Autumn campaigns. For full details of 
available spaces, please phone the Advertisement Manager, 
CRO. 2692 Ext. 5. 


ROEHAMPTON 
SOUTHFIELDS 


EARLSFIELD 


CLAPHAM 
JUNCTION 


ETC. 


Head Office: 


Telephone: VANdyke 4226-7 


WANDSWORTH 


144 WANDSWORTH HIGH STREET, S.W.18 
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ADVERTISER'S WEEKLY 
LONDON STORE 
ADVERTISING CASE 
HISTOR Y—continued 


means just that and everything 
stool to 
there in 
who cares to 


from an elenhant leg 

a darning 

stock for 

buy 

This am nursued in 
the press, not by nrestige adver 
tisements, but by the choice of 
departments to be advertised and 
the way the goods are j|lustrated 
and described 

In addition 
vertising 


needle is 
anyone 


has been 


to the normal ad 
channels, a big 
presents innumerable 
ties for many-sided public rela 
tions for instance, window 
dressing is almost straight adver 
tising Ihe Army and Navy 
Stores have a live window display 
department, but Stuarts were 
able to make certain suggestions 
They demonstrated, for instance, 
how display value could be 
heightened by introducing 
“frames” which served the addi 
tional purpose of hiding lighting 
equipment 

fo take another example, 
Stuarts re-designed their packing 
paper, carrier bags, labels, parcel 
string, etc. At the same time, the 
management of the stores are im 
proving the interior display and 
architectural arrangements of the 
departments 
sation, all 


store 
opportunt 


In a large organi 
this, of course, takes 


Nicer to lie in 
bed 


ut life iw spent in bed May we suggest that 


ertwement there tomght take stock of your 


elephune wee Victorne sats 


BED REST = 
here's something really 


jceurveus for idlers end uvelde. 


NIGER BEDS TO Lt 


yow ebout our Linen Department, surely 


Arm ys Navy 
lores 
EVERYTHING FOR EVERYOWE 


‘TRA STREBT owe 


a 


VICTORIA 8454 DAY ano NewT 


) wunutes walk from Vutoria Maton 


time, but the results so far have 
been most encouraging 

From May 1950 until Decem- 
ber, 1951, the campaign was 
directed to accentuate and give 


Continued on page 657 


Song of our 
shirts 


These shirt are tll tae free They were made in our owe work 


as before slipping your hands through 
ned and have pocket stud 


Two qualities 30/- and 37/6 
Post and packing of 
—AND PYJAMAS 
m, they're generously cut wnth two 
tifully coen wer workroom There ere 
ye patterns to chovee from end two prices 
he letter ere made from « finer, hearer 
meteriel and wme patterns porete salun stripes We shail 
be happy to send you samples of pryame materials tuo Chew 
ee 
Two qualities 42,- and 55/- 
Post and packing free 


Arm y s Navy 
Stores 
EVERYTHING FOR EVERYONE 


VICTORIA STREST Sw) SICTORIA 4459 GAY AND NIGHT 


mn Wut + Matin 


A PROMISING 


yet it has the 


typwally Army & Navy 


Three showerprooted 


cloth. Slant pocketed, halt 
lined, single breasted 

and 412.100 

Detour 

Why not visit the adjoming 
rooms, where you can buy 
everything you need down to 
collarstuds — inciuding properly 
tailored shirts to go with them 


Army s Navy 
lores 
EVERYTHING FOR EVERYONE 


VICTORIA STREET SWi © VICTORIA 1254 DAY ANU NICHT 


5 manutes’ walk from Victoria Statwn 


These three advertisements demonstrate three stages in the 


experiment of illustrating specific products. 


The emphasis is 


still on character building, and the basic elements of the 


distinctive design are 
appeared in’ London 


The sé 
and local 


advertisements 
newspapers. 


retained. 
CVCTINGS 


A. DAVIES & CO (Shopfitters) LTD 


HORN LANE, 


LONDON, W.3 
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An independent publication, 
South African Business, has been 
launched by Fraser Gill who ts 
responsible for the production of 
a number of high quality business 
publications in South Africa, The 
production is along lines similar 
to American Business 

A special chart in this first 
issue expenditure on 
advertising by commodity groups 
An important factor from the 
standpoint of the businessman in 
the Union and Rhodesias, is the 


illustrates 


essentially South African. slant 
which underlies the editorial 
throughout. South African busi 


responsible for the 
bulk of the material published 

Management topics discussed 
in the first issue just published tn- 
clude finance and sales control, 
merchandising, public and person- 
nel relations, retail] practice, 
office administration, and other 
branches of executive activity 
There are sections devoted to 
business books, — international 
trade trends, office and factory 
service and equipment news 

An indication of the growing 
demand for management educa- 
tion in the Union, ts the fact that 
during the past year about 15,000 
executives from all branches of 
South African commerce and in 
dustry have attended the lectures 
and courses conducted by the 
National Development Founda 
fron 


Nessmen are 


. . . 

A Cape footwear manufacturer 
has been granted patents through- 
out the Western world, for a 
fashion that may greatly affect 
the future of women’s footwear 

a Shoe with uppers that can be 
changed and a detachable hee} 
which has already been patented 
in America, 


Norway 


Approval to buy shares to a 
value of £35,000 in the film com 
pany Norsk Film A/S ts to be 
asked of Parliament by the Nor 
wegian Government, A condition 
is that the Municipal Cinemas 
Association buys shares worth 


another £42,500. In this way the 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of ExstRaBLaDeT, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


CRANE-DEBENHAM LTD., 


69, FLEET STREET, LONDON, E-C-4 
Central 2811 


South African ad. 


spending analysed 


=¢ 


company’s share capital will be 
raised to £100,000 

Parliament have agreed to set 
up a Productivity Institute and 
also that the country should par 
ticipate in the creation of a 
European Productivity Institute 
as proposed by the Organisation 
for European Economic Co- 
operation. To finance the N.P.I. 
a sum of about £250,000 has been 
voted and the body will also 
receive funds under the United 
States Mutual Security Act pro- 
gramme, 

Trade Minister Erik Brofoss 
recently said that it was clear the 
working population would not 
increase appreciably in the years 
to come. Improvements in the 
standard of living would there- 
fore depend on lifting produc 
tivity 


Australia 


A company for the large scale 
development in New Guinea of 
the jute substitute, kenaf, has 
been formed in Sydney. Named 
Eriama_ Estates Holdings Ltd., 
the company is backed by most 
of Australia’s wool-selling firms 
as well as shipping companies 
and the Colonial Sugar Refining 
Company. 

Initial small-scale commercial 
production of kenaf will be under 
way by the end of the year ac- 
cording to R. A. Colyer, man- 
ager of the Sydney firm which 
sponsored the early experiments 
of the product in New Guinea 
Overseas tests, he said, had shown 
that kenaf was a thoroughly 
satisfactory substitute for jute in 
wool bags and sugar bags, and 
that it would also be suitable in 
its finer forms for use as a fur- 
nishing fabric 

In his view kenaf would ulti 
mately replace jute as a material 
for wool packs in Australia 

* ¥ ¥ 


Tax concessions on profits 
earned trom certain base metals 
and rare minerals ts to be ex 
tended. In the past the exemption 
has also applied to dividends 
paid out of these profits 

Announcing the decision, Act- 
ing Prime Minister, Sir Arthur 
Fadden, explained that the exten 
sion would run to June 30, 1960, 
and would also cover a group of 
minerals to which the concessions 
have not formerly applied 

» * ° 

The recent woo! sales closed 
on a note of optimism. Sydney 
woo] brokers have lately been un- 
amimous that the prospects for 
the 1953-54 season are sound 
Japan is expected to buy more 
than 1,700,000 bales in the com- 
ing season In addition, Con- 


tinental wool stocks are reported 
to be lower than for some time 
Past. 


QQ QQ_E_E 


\ 
\NS 


np, 
YlMM«da 


Yj 
Va 


to save 
money 
on buying 
good 
print... 


SS 


ADVERTISER'S WEEKLY 


Printers’ estimates vary 
greatly, even for the same 
specification, largely because 
estimates allow varying 
amounts for “ contingencies ” 
—wasted time, wasted 
materials, plant running 
uneconomically. 

We have good Midlands 
craftsmen, more than an acre 
of fine plant and four 
working directors to see 
neither time nor materials are 
frittered away. That's why 
we can quote a keen price 
and still maintain our quality, 


noted for 59 years. 


IT WILL PAY YOU TO LET US QUOTE 
FOR LETTER PRESS AND OFFSET-LITHO 


Booklets e Leaflets e Can labels e Box tops 


Fancy cartons e Showeards e Calendars ete. 


We are particularly well-equipped for long 


runs and repetition work. 


SRS 


A HUNDRED OR TEN MILLION 


THREE TYPES 
METCRAFT: Real metal, 


heavilyembossed. Bronze, 
copper, aluminium or col- 
oured. Stick-on or tie-on. 


* 
CAMEO: Brilliant jewel- 
like paper seals, embossed 
in splendid colour. Your 
requirements for size and 
design can usually be met. 


* 
FILIMET: Fine cut-out 
seals in thin sheet metal. 
Ideal for names and trade 
marks. Can be moulded 
into plastics. 


Samples and prices gladly 
sent on request. 


Walsall 
Lithographic 
Co. Ltd 


MIDLAND ROAD 
WALSALL 
WALSALL 3121 


SS 
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29 LUDGATE HILL ~ LONDON - EC4: CITY 7357 


55 MARKET STREET - MANCHESTER 3° BLACKFRIARS 4874 
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- the visit of a young stationer t 
PAUL NUGAT eir London office, where he 


their London office, where he 
handles a ledger rubber-edged, 
Reviews new sponsored films and notes nylon-thonged, and cornered with 
brass. Is this what he is wanting 
or isn't it?) To help him make up 
his mind, he is wafted down to 
o the factory and subjected to an 
2 » P 6 . > . 6 intensified tour, beginning with 
A cine-mag that catches the boat machine-minders watching and 
controlling the punching out of 
the various metal parts and end- 
ing with the engravers showing 
their virtuosity at the engraving 
K XCUSABLY, one has_ with the assistance of American importance to the welfare of a Of some presentation book 

4 come to revard the cine-  ¢ngineers. vital section of the community Used sparingly with customers 
magazine as being a private, “Men of Mersey” is a study in Seeking to find a solution to who have half-an-hour to “kill,” 
internal affair enjoying a #fy. tones of the berthing, un- the long period of enforced idle- the film has some prestige value 
seadv«made audicace. External loading and quick turn-around of ness of the herring fleet of Yar for its sponsors. The production 
appreciation is usually on a the Matadi Palm,” a shin plying mouth, Bloomfields I td. have by Scientific & Technical Films 

the West Africa route, bringing launched a diesel-driven boat, Ltd. is competent if slightly un- 
par with the more abstruse palm oils and kernels and taking capable of drifting for herrings imaginative. A little { 
jokes of an intimate theatre back merchandise for the United during the short herring season ground music would not have 
revue, which only the man- Africa Co. and others, It is, in) and trawling far afield for white harmed the film 
about-town can savour to the = fact, a tribute to Bromborough fish as well. Needless to say, the ¥ P 

Dock on the Mersey ; all 0 > : > e  ¥ J . 

a . _ . work on it a eo gp aa — here VHE PHENOMENAL growth 

essed by an industrial empire watch on the performance and a é : 
which is as diverse in its activities “Switching on the Sun” gives results of this experiment. To, in recent years of  wall- 
as in its geographical jocation, the low-down on the preparation the company, their verdict will poards, made from wood shav- 
the Unilever organisation has ©f 4 summer advertisement by determine the quality of the  !%8S, cam partly be accounted for 
been able to conceive its cine Lintas Ltd in the heart of crews wanting to man their boats by the Bartrev press, which the 
magazine as an internal and ex winter. ‘The advertisement in in the future Scientists of the Vere Engineering 
ternal public relations organ ¥estion is the girl in the hay Editorial Film Productions ©. constructed for the continu- 
without running the risk of miss stack, promoting Astral Cream Ltd. produced all the four films, ©US strip) production of  wall- 
ing the boat by falling between The film contains just enough Copies of 16 mm. are available boards, thus replacing the slower 
two objectives matter to convey to an un to outside audiences batch production methods. 

Like their predecessors Nos. 3 initiated audience that good ad x - x “The Bartrey Press.” 1s a 10- 
and 4 are confined to two items  Yerusement copy does not create FPO REINFORCE the selling minute film, made by Verity Films 
in each issue. “Cat for the Cat- _ itself side of ledgers, ete., Percy Ltd, with an American commen- 
cracker,” the least visual item of “Dual Purpose” is in’ my Jones (Twinlock) Lid. have spon- tary. With timber being used 
the four, is a description of Jos. opinion the highlight of the four sored “Bound to Last.’ a down- twice as quickly as it is being 
Crosfield & Sons Ltd's new films, not for any technical — to-earth film on how their ledgers grown and with 50 ner cent of 
catalyst plant at Warrington for superiority but because it encom ure made . and made to last every tree being wasted, this huge 
the refining of crude oil, built passes an issue of considerable This 29-min. film begins with plant, which uses only wood 


What is an 
Independent Cinema? 


An Independent Cinema is one which is not a 


less back- 


member of one of the two well-known circuits. 


Of Britain's 4,700 odd cinemas more than 3,600 


(i.e. over 76°.) are Independents — which makes 


them collectively the biggest group of all. * " Oy C / . Vibes 
eT, Mduerlising 


The only Cinema ie Sig of the 
Of the 1,817 British towns and population centres : d: / 
(excluding London) where there are cinemas, . Ms yep” on 
1,476 (or 81:23",,) have INDEPENDENT Cinemas Y by , 

only. 


Cine ma 


Thus, effective screen coverage of England, 
Wales and Scotland, is obtainable through and 
demands full use of Independent Cinemas. 
Through PRESBURYS Through PRESBURYS 


you can advertise in 72°, of | you can sell through 20 ft. 
@eseeeseeeeeeeeeeae8ee8esns all British cinemas—in all Filmlets in cinemas all over 
parts of the country. Britain. 


P K [' S B l ht Y S Through PRESBURYS 


you can sell through Solus or Through PRESBURYS 
Member of the Screen Advertising Association 5 Sol Fil h 
and the Association of Specialised Film Producers emi-sOlus mms — without —but why not contact us 
restriction as to length, personally for further infor- 


: ‘visuals’ or ‘mentions’ of —mationon selling through the 
eseeseeeeceeeeseeeees the product. power of the screen? 


PRESBURYS SERVICE COVERS 3,500 INDEPENDENT CINEMAS 


S. PRESBURY & CO LTD GLOUCESTER HOUSE + 19 CHARING CROSS ROAD LONDON, W.C.2 TELEPHONE :.WHITEHALL 3601 
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films... 


Pardon us mentioning it, but FILM 
USER said about our recent produc 


IT’S CHEAPER WITH CHASESIDE: 


A good sales film that should interest 


tion 


all users of mechanical handling equip- 
ment, the producer, successfully using 
effects that are rarely seen on |6mm., 


has served the sponsor well 


We can serve YOU equally well, 
if you'll give us the opportunity. 
At leost have a look at our work 
— it's worth knowing what can 
be done for a moderate charge. 


<—GATEWAY 
FILM PRODUCTIONS, LTD. 
470 GREEN LANES, LONDON, N.13 


and 


9 ADAM STREET, STRAND, W.C.2 


STANLEY SCHOFIELD 
PRODUCTIONS, Ltd. 


Specialist pro- 
ducers of 16- 
mm. films in 
colour—now in 
new extended 
premises at— 


6-7-8, OLD BOND STREET, 
LONDON, W.I. “an't" 


Posters from Poland 


Exhibition open until July 10th 
daily 10 a.m.—5.30 p.m. 
Saturday 10 a.m.—I p.m. 

Admission free at Polish Institute 


81 Portland Place, London, W.1 
also 


Friday June 26th, Paul Hogarth, 
artist, will talk on his recent visit 
to Poland. Admission free. 8 p.m. 
All Welcome. Refreshments served. 


DASPLAN 
SUK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLEMDER PLACE, CAMDEN TOMM an: 
EUSTeonw 1416-7 


Th TTS Lie. 
ANS, SON & WA 
“e tP ORTH $7.,LONDOM EC? 
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@ New Sponsored Films —cont. 
shavings, should find a trans- 
atlantic market Ihe film is a 


taut and lucid exposition of the 
functioning of this plant. 
* * * 


LTHOUGH admitting in the 

commentary that one of the 
dullest duties to come the way 
of ratings is guard duty, the 
Admiralty have contrived a 30 
minute film on the = subject. 
Despite the capable efforts of 
World Wide Pictures Ltd, who 
produced it, it is impossible to 
believe that the aim of greater 
alertness will be achieved by this 
fim. 

The occasions on which a 
saboteur in peace time is likely 
tu plan the blowing up of our 
oi installations in the Middle 
East ure too rare to keep a rating, 
yearning for his bunk, on = his 
toes. Yet this piece of melo 
drama is the one really exciting 
episode in a well-made film 


Ihe second film on Care of 
Explosives running time 20 
minutes, is both concise and 


practical. It seeks to show how 
the careless man-handling = of 
ammunition, the failure to report 
damage, can lead to bad shoot- 
ing, mis-fires, and breach jams. 
[here is sufficient humour to 
make the subject palatable to its 
naval audience 
* * ¥* 


MPVHERE ARE two new deve 

lopments in Nos. 3 and 4 of 
the competition-cum 
advertising series of Gerard 
Holdsworth Ltd. To give more 
screen time to competitors’ 
entries with bright household 
ideas, it has been found necessary 
to drop one advertiser from each 


issue The second change is that 
in No. 4 Jeanne Heal, popular 
IV and radio broadcaster, takes 


over the compere duties of 


- 


Winn. Judging 
flood of a 


Anona 
continued 
entries, “Tips” has established it- 
self in the public’s favour 


by the 
Npetition 


RODUCTION engineers and 


Metallurgists ow be the 
audience for “Electrical Induc- 
tion Heating.” a 20-min. film 
produced by Marcus Cooper for 
Metropolitan - Vickers Electrical 
Co., Ltd Ihis highly technical 
film shows induction heating 
furnaces powered by high fre 
quency alternators in use. 

* . . 

RITISH Transport continues 


to make outstanding films. 
Their 10-minute colour film, 
“Journey into History.” is a 
brilliant example of how indirect 
salesmanship can be achieved by 
foraging with adroitness through 
the art of painters like Hogarth 
and Gainsborough, accompanied 
by an excellent music score from 


Sir Arnold Bax, 
The salesmanship is for 
couches and railways 
, . . 
ADE FOR the British 


iV, 

\ Rubber Development Board 
by Film Workshop Ltd, 
“Rubber in Roads,” a 17-min 
film, has the mission of showing 
civil engineers and local authority 


departments how the properties 
of bitumen can be improved by 
adding a small proportion of 
rubber at high temperatures 
Tests made both in the labora 


tory and on typical road surfaces 
show that these surfaces have a 
longer lasting life and the ability 
to stand up to a wide range of 
temperatures without showing 
signs of deterioration 


The film concludes with the 
examination of the test strip, 
which the Rubber Development 
Board had laid down at the 


South Bank Exhibition last year 


LONDON STORE ADVERTISING 


CASE HISTORY—from page 654 


substance to the latent persona 
lity of the store, throughout the 
press advertisements, in every 
piece of literature, and as far as 
possible in everything the stores 
did A 


lively dignified style of 
copy was used in the advertise 
ments and this was carried 


through into catalogues, 
and window displays 
characters were created aid 
and abet this general scheme 
‘General Army” and “Admiral 
Navy"—and though not yet as 
extensively used as they might be, 
these two figures have enlivened 
the pages of catalogues and 
started to win a place in the 
public eye 

The effort to build up this con 
sistent character of the stores 
was sustained unti] about Decem 
ber. 1951, when it was felt the 
next sten could be made and ex 


posters 
Two little 


to 


periments were carried out with 
a view to illustrating specific 
articles in the advertisements 


Even at this time the emphasis 
was still on the character build 
ing, with the individual goods 
backing this up rather than tak- 
ing nrecedence Repro 
duced on page 654 are the three 
Stages of these experiments 

It is interesting to note that 
the Army and Navy cam 
paign Started, several of the other 


over it 


sinee 


London stores have made 
attempts to bring more consis- 
tency into their advertising, and 


from comments of customers, the 
Stores can feel sure that the plan 
behind their campaign is bearing 


fruit, and that indeed the series 
of advertisements is followed as 
a series by a growing number of 
people 

Stuarts find the Army and 
Navy Stores one of cir most 
interesting account with a 
chance to study and cope wiih 
the whole field of m« andising 
and to. strive for ntinuity 


throughout 
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A Campaign 
in itself ! 
THE 


HOME COUNTIES 
NEWSPAPERS GROUP 


CIRCULATING THROUGHOUT 


BEDS 
HERTS 
BUCKS 


A.B.C, NET SALE 


over 126,000 copies 


PER TRADE 
S/COL 4 5 =m «(FLAT 
INCH RATE 


Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 


Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton 5050 
Adver Manager: C. W. Gilder 


SILK SCREEN ARTS LP 


97 SHIRLEY ROAD CROYOON 
ADDISCOMBE 3147-6 
HIGHEST GRADE SPEEDY SERVICE 


CLEAN © SHARP BY EXPRESS y 
CRAFTSMANSHIP OELIVERY 


“SDAY-GLO’? printers 


HENDON 
BILLPOSTING 
COMPANY 


eae 


37 SPRING STREET Ww 2. 


MERCURY (Words of Wisdom) 
DAILY CALENDAR PADS 


with bold figures and a literary tit-bit for 


each day fitted to your trade announceme 


will ensure a full twelve onths free 
exhibit in the best positions You 
printer can obtain Mercury Pad 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 


ee Ee ee 
_ an 
i} —— a 
im | 3 
=— ie. | 
| b enOWCARDe 4 
ee ee eee 
-— | om | 
. = a 
Pa 2 eee — | 


ADVERTISER’S WEEKLY 


RIGHT MAN IN 
THE CHAIR 


IN accepting the presidency of the 
Clubs Conferen at Harrogate in 


September 1t.-Col. Maurice W. 
Batchelor, chairman of Batchelors 
Peas Lid., is once again demonstrat 
ing his publhic-spirited awareness of 


the importance of advertising in th 
cheme of things 

And not merely of advertising 
but of the club movement Presi 
dent of the Publicity Club. of 
Sheffield since 1946, he is no mere 
titular head, but manages to put 
ina regular attendance at the Club's 
committee and to take an activ 
part ino its work 

from aman who runs a large and 
successful business, is a J.P.. and 
ison the executive of a number of 
public and charitable organisations 
this sacrifice of valuable time ts 
indeed a tribute 

A great believer in big-scale pub 
hieity, he, with his sister and brother 
built up Batchelors Peas trom 
a small concern selling dried peas 
in threepenny packets to one of 
the largest canneries in Burope 

Incidentally Col. Batchelor 
was aboard the cruise liner Chusan 
when it collided in the Channel near 
Dover recently Although this is a 
holiday tip for him, his wife and 
son, he is mecting Moroccan can 
ning industrialists for talks at 
Casablanca 


* * * 


Tue only advertising club to which 
Sylvia Weinberg has ever belonged 
is the Pubheity Club of London, of 
which she is the new vice-chairman 
Her record of service to this club, 
which she first joined in 1936 and 


KENT MESSENGER 


[GROUP 


SOUTH EASTERN 


GAZETTE OBSERVER 


oined in 1945, is impressive. She 
has been a council member since the 
1948-49 session; and the commitices 
on which she has served, som 
times as chairman, are the hous 
social, general purposes, programme, 
and reception, 
When Miss 
Weinberg 
comes to. the 
¢ hairmanship 
in due course, 
he hopes not 
merely to oc- 
cupy that 
position — but 
to occupy it 
creatively. Be 
heving that 
the clubs can 
be a power 
for good in 
adver ising, 
she is on the 
organising 
committee of Silvia Weinberg 
the Harrogate 
Conference. 

All her 18 years in business have 
been in advertising: first in’ the 
London office of Elhott Advertising, 
the Birmingham agency; then with 
Harvey Publicity and finally with 
Armstrong-Warden Ltd., which she 
joined in 1940 and of which she was 
made a director in 1947 

Her recreations include voracious 
reading she thinks nothing of get- 
ting through a novel an evening 
and tine needlework. 


CHATHAM 


"Long-shots"” take 
over at Greenlys 
Two of the late A. J. Greenly’s 


“long-shots shortly take over us 
joint managing directors of the 
agency he founded. Ronald King 
tells me he was almost literally 
“saved” from the insurance field by 
Mr. Greenly; John Mekwan con- 
fesses he once aspired to lemon 
gloves, a bowler, and a bank 

Outside business, their tastes are 
poles apart Mr. McEwan is in 
terested in medieval stringed instru- 
ments. Mr. King “never remembers 
listening to the Third Programme, 
prefers golf and is a member of 
N.A.G.S. But the two men, so dif- 
ferent in temperament, make one of 
advertising’s most successful teams 
and their Anglo-Scots partnership 
now has 27 years behind it 

They joined Greenlys within a 
few months of each other and their 
careers have run parallel Whik 
one followed through the main 
agency business, the other at quite 
a young age took over and devel- 
oped the studio service of the organ- 
sation. During the last war, owing 
to medical category, Mr. King com- 
bined business activities with an 
important position in Civil Defence. 
Mr. McEwan served with the Intel- 
hgence Corps, mostly in India, and 
later on the staff of Brig. Desmond 
Young, author of the célebrated 
book on Rommel. 

After the war, both by this time 
having been appointed to the board 
of Greenlys, they began a vigorous 
policy of expansion Both have 
paid recent visits to the States and 
their impressions are reflected in 
the agency's fine new offices in 
Berkeley Street 

Their maxim: “Individuality is to 
advertising what personality is to 
a man.” 


Women’s Ad. Club 
president 
AN outdoor advertising specialist 
has succeeded a market researches 
as president of the Women’s Adver- 
tising Club of London Miss 
Marjorie Wenmoth = started — her 
career in the railway advertising 
department of W. H. Smith & Son 
which she left with Fk. E. Bluff 
when he became managing director 
of Griffiths & Millington Ltd. She 
has been director and secretary of 
G. & M. since 1939 

Miss Wenmoth joined the 
Women's Advertising Club in 1941 
and was hon. treasurer for three 
years. A sales manager of Griffiths 
& Millington before she became a 
director, she was one of the first 
women to become a member of the 
Incorporated Sales Managers’ Asso- 
canon 

Wenmoth is, incidentally, a Cor- 
nish name-—hers is the only one in 
the London telephone directory. 


* * * 
A NYONE willing to work for the 


welfare of his prote ssion need never 
lack oOpportunitics One who has 
taken advantage of many of them 
is Hal Saward (director, Saward, 
Baker & Co., Lid.) That he has 
now decided to give up many of his 
activities with the Incorporated Sales 
Managers’ Association, the educa- 
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tion committees in particular, is not 
by any means because he intends to 
slack off in his good work It is 
because he is becoming more active 
again with the Regent’ Advertsing 
Club, of which he has become chair- 
man and instructor of the public 
speaking group, as well as a com 
mittee member 

He tells me that he feels the 
Regent Club, with its predominantly 
young membership, is the ideal field 
for this work. 


* * * 


Fix AL examination of the Welsh 
Gorsedd of Bards has been passed 
by Thomas Henry Davies, of the 
voucher department of Good Pub- 
licity Ltd., Colwyn Bay. He will be 
initiated to the Gorsedd Circle at 
the Royal National Eisteddfod of 
Wales in August, and his bardic 
name 1S “Glaswaen” (Green 


Meadow) 
* * * 
FKOR some months past, Cyril J. 


Ross (chairman and joint managing 
director, Swears & Wells Lid.) has 
been painting this picture, the four 
or five hundred figures in which 
represent the Commonwealth com- 
munitics paying homage to the 
Crown. The whole of the proceeds 
from its exhibition and sale will go 
to the Memorial Wing of the Victory 
(Ex-Services) Club. Mr. Ross's 


artistic inclinations extend to a very 
practical interest in his firm's adver 
tising 


* * 


From Ward D, Cumberland 
House Hospital, Mitcham, Clive 
Hicks (production manager, Grant 
Advertsing) writes to ask me to 
thank the many people in the ad- 
vertising professien who have sent 
him their good wishes, as well as 
papers and magazines. His treat 
ment will not allow him to answer 
all their letters personally. 


Contact 


WEEKS WISECRACK 


“I wonder they ever got to 
the top of Everest with 
all the branded products 

they had to carry.” 
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A force of 3,000,000 
thinking readers... 


... that’s something to campaign for 


Pine WHAT WE LEARN about our readers, 
it seems that headline-hoppers, skimmers, and 
picture-peepers are in the minority. 

The News Chronicle, clearly, is a paper for 
men and women with minds as well as eyes. 
They are prepared to follow news stories and 
features beyond the headlines; they expect (and 
find) editorial comment that generates light 
rather than heat. 

There are 3,000,000 of these unashamedly 
adult readers, and their consistent loyalty to 
the newspaper is an asset to our advertisers. 
Consistency, indeed, is a virtue our readers 


says Mr. J. Shirley Rainer 


‘ Advertising Manager for the Nestle Company Ltd believe in, and they are just as ready to practise 
a a a a a a it in their consumption of advertised goods or 
intend to keep it that way,’’ says Mr. Shirley Rainer. services. As they see the point of an argument, 
We tg = at reaching se pape sae" a so they see the point of an advertisement, and 
growing families, who are interested in g a ' pir bi 
labour-saving methods, and not afraid of innovations. they go ous, 3,000,000 strong, as converts and 
We've found that their approval for a product encourages missionaries, 


demand over the whole market. In my opinion the News 
Chronicle, with its sensible and responsive readership, 
is a logical medium for such campaigns as ours. § s 


For anyone with goods, or a service, or an 
idea to sell, it is very good business to have 
such people on his side. 


& / , , // lors R Gry) y 


You get readers who like to get things straight. . 


“NEWS CHRONICLE 
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rg’ , ae The Royal Show Numbe ; 
Frade paper’s mes Agios nemet of Te 
- published on Wednesday, July 
fashion boost | itl be «24-psse paper and’ wii 
deal with a wide variety of articl 
Fashions and Fabrics, publisiiod nm agriculture and farming topic 
by the National Prade Press Ltd * ¥ ¥ 
are sponsoring ane babri Reruues —_— 
Fair and bastion Parade at th a ne aan mane 
Roval bestiva! Hall in) Octot vecond issue was incr 
last vear they organ {cs Pig Far 
lar event forecasting ! to advertisers was 
tion fashion Phi it : issuc 
feature 


for h 

order for th 

ased to 30,001 

ng. Original guarar 

20,000 Th 

includes a pig feeding 

spring fash ‘ ¥% % 

Bri f i! 

turers first tinne 
Ihen the col! 

shown in) citt 

are on the route covered 

Royal tour of the 

wealth The shows will 

the Royal 

weeks 


new ralypes by 


since the war 
Royal 
Out on 
16-page 


will publish a 
' \ ultural Show Number 
ty July 2 it will include a 


th uy pl ment 
) ‘ 

Common 

preced 


ibout 


What the women read 


Visits by 


J 
P , Of th 1.440.000 women readers 
of Picturegoer, one million are b 
Price { yveill - ’ 
gre Hd ae tween the ages of 16 and 44, it jis 
me, NO a h os sie un y ' imed in a promotion’ folder sent 
this week by Harris Kamlish, ad 
vertisement director of Odhams 
tions, In London Now js 4 shulloe Press, to leading national advertisers 
fortnightly “glossy dealing with ind agents. Women readers between 
London's social life, theatr fil the ages of 16 and 25 number 
ashion, art, and satire / Ou » . . ; 
fas ‘ + and o A c ‘ es a } 622.000, and the magazine has 
xin » pa MIthay . en ut S1X.000 women readers fi 


ment predominates in’ first tssu many of them housewives 
rdvertising Black-and-white fu 


page rat i40 bour-colour cove * * * 
changes with cach issue and show The Irish Censorship of Publica- 
different London “show spot tions Appeals Board has cancelled 
the ban of Olustrated, Woman's 
Own and True Romances. Now 
Picture Post, Reveille and Psych- 
ology are barred from Ireland 


Published by Watman Publica 


over 


Sporting Reeord beyins a sev 


on seccer club prospects in its July 


4 issu 


ADVERTISING MANAGER’S CORNER 


Centre Court Stuff 


It doesn’t take an expert to know that the place to 


see tennis atits best is on the Centre Court. In the 
same way, the man in the street doesn’t have to 
know anything about the finer points of colour 
printing to be able to admire a piece of first-class 
display advertising; he may be no expert, but he’s 
no fool either. So whether you're after cups or 
customers, you can't 


Court standard. 


allord to fall below Centre 


Speaking personally, we may be no great shakes 
with a racquet, but when it comes to the one game 
we know really well we put over our unbeatable 
service to Advertising Managers. 


distinctive showeards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET 
Tel.: REG 32956 


LONDON, W.1 


Gaily-coloured seaside cover of 
Punch simmer number out on July 6 
is by Andre Francois 

P ¥ 
» of Nursing Mirror . les 
on he Nurses’ Part in Prevention 
ind Cure of Atom Bomb Casualties’ 
has been reprinted in booklet form 
. . . 
Yesterday (Wednesday) the fifth 
issuc Of Week-End Novel appeared 
Ihe 24 pages included its longest 
novel so far--the 90,000-word “How 
Thin the Veil.” There are seven 
quarter-page advertisements. \ 
bizgeer journal with more advertising 
space is planned. 
* * % 
Wireless will celebrat 
birthday with a= special 
issue to be published Sep- 
Current net sale is over 
copies monthly, claimed as 
“by far the largest sale in its field.” 
® 
A new promotion folder for Home 
Notes gives a weekly sale of 300,000 
and claims that its food, fashion 
beauty, household, and baby fea- 
tures’ are read by 830,000 women 
(Hulton Survey 1982). 
* %* m 
Phe President of the Board of 
Trade contributes an introductory 
message to a 20-page fully ilhos 
trated Survey of British Textiles 
which is published as part of The 
Times Weekly Review to-day (Thurs 
day) 


Practical 
its) 2Ist 
October 
tember 4 
90) OOO 


Space for book ads. 


From September onwards book- 
ings will be accepted for advertis 
ments appropriate to the monthly 
Book = Pag which — the News 
Chronicle revived three months ago. 
and which popular feature 
before the 


was a 
wat 
* ¥ 
Latest of a series of 
numbers produced = by 
Newspapers is last week's The 
Sketch. Dealing with the festivities 
it provides a wealth of photographs 
Colour drawings include doub! 
spread impression of the pageant 
near Westminster Abbey and scenes 
from the coronation of the firs 
Elizabeth. Cover shows a girl sur 
rounded by balloons and streamers 
. . * 


Coronation 
Hlustrat d 


July issue of Fish Industry, pub- 
lished by Blandford Publications 
Ltd., will contain the first of a new 
scenes of articles on advert 
t W. Jefkins ducation offic 
the Society of Diploma Memb 
the Advertising Associ 


SeTICS 


sing by 


mongers on 

up with nao 

of the Wh 

Brity Trawlers’ 
the Herring Industry 
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Two € ontinental-ty pe outdoor ad 
vertisement§ sites—in the form 
pillars—have been installed at Vic- 
toria Station, London, near the Con- 
tinental departure platform 

* . * 

The trish Censorship of Publica- 
tions appeal board has revoked a 
ban on the sale in Ireland of 
Hlustrated, Woman's Own and True 
Romances, 

4 * * 

Philips Electrical Ltd. won first 
prize in a carnival procession at 
Wallington, Surrey, with a van 
decorated as a. sixteenth century 
sailing vessel 

« . Pi 

Ihe BB« Television children’s 
newsreel this week included 
sequences on animal handling—part 
of the children’s course in farming 
organised by Farmers Weekl, 


Facts about Nanci 


Britvic Showcards featuring baller 
ina Nanci Crompton were used in a 
competition at Torquay Summer 
Féte, Competitors had to guess Mis 
Crompton’s age down to the time 
of day. day of the weck and where 
she was born 

* * * 

Fur traders in Brussels have 
passed a resolution in favour of a 
voluntary “tax” to provide funds for 
a fur publicity campaign. 

* * ¥ 

All the 58 vehicles belonging to 
the Birmingham Gazette & Despatch 

td. have been fitted with television 
suppressors. 

* * * 

R. A. Brand & Co., Lid., of Man- 
chester, after operating packaging 
material sales in the south from 
several addresses in London, havi 
now centralised certain of their sales 
activities in new premises at 72/75 


Red Lion Street, Holborn, W.C.1 


A gift from Layton’s § 


The London School of Printing 
and Graphic Arts and the Central 
School of Arts and Crafts have cach 
been presented with one of the new 
Layton Typeface Cabinets 

# * # 

The Howard 
(Howards Press 
and Howards Publicity Ltd.) of 
Manchester, are opening new Hull 
offices on Tuesday, July 7, at 
Seatons Buildings. Paragon Street 
Kingston-upon-Hull. The new office 
will be equipped to handle advertis 
ing and marketing in the East Riding 
ind North Lincolnshire 

* % % 

4 Spratt’s delivery van 
included in the ranee of Dinky 
marketed by Meccano Ltd 

* * * 

Portsmouth and Sunderland News- 
Papers Statement for the year ended 
March 31 1953, shows a trading 
profit of £259,765 (compared with 
£272,800). 

% * ¥ 
A proposal that a public relations 
officer be appointed to put befor 
bread consumer the special ser 
which the  producer-retailer 
the individual baker 
and to inspire be 
within the trade was defeat 
moual conference of th 
Association of Master Bakers 


fectioners and Caterers, 


Organisation 
Advertising Ltd 


has heen 
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Advertising Balloons attract attention and create goodwill! 


‘a 


(<4 } You cannot help being (5% attracted by 
~~ f famous 


brightly coloured advertising balloons. The 
** GARTEX "’ pre-tested long-life balloons can be printed 


with your name ©) © J or the name of your product — 


(and, if you like, a gay design WS as well). They create abundant 


goodwill wherever they are distributed. . we of all 
= 


- 
ages love them, everyone sees them... © 3 and the name 
I? 


of * GARTEX"’ assures long-life. 
Write now for samples and let us quote 
J 
3 < i =] -~ 
you for various quantities ...We're pretty \_ _2/ sure 


you'll be pleasantly surprised at the reasonable prices, 


“GARTEX” Balloons 
FOR ADVERTISING 


G & FOGG RUBBER CO. LTD., 124/12 HAYDON S ROAD, LONDON, S.W.19. Liberty 6281 


<2 


FOUR MORE PAPERS join Associated Kent Newspapers 
from Ist July, bringing even more intensive coverage of this 
sharply defined area of Kent. The wide variety of occupa 
tions in this area have one common characteristic : all enjoy 
a solid prosperity and form a first-class market for consumer 
goods and services of every kind. These nine influential 
newspapers must be part of every hard-selling schedule. And 
acceptance of an order guarantees insertion in all newspapers 


CHATHAM STANDARD . KENT HERALD 
ISLE OF THANET GAZETTE . KENTISH GAZETTE 
NORTH-EAST KENT TIMES . EAST KENT MERCURY 

EAST KENT GAZETTE . HERNE BAY PRESS 

CHATHAM, ROCHESTER & GILLINGHAM NEWS 


TRADE DISPLAY (ordinary positions) §0/- per s.c. inch 


ees VW, G&S _—_ ul Rate Card operative from Ist July. 1953 
FOUNDED Q US | ommiene ' 14.335 ae 


LARGEST IN KENT 
Associated Kent Newspapers Ltd 


} Group Accounts Office 

COVERS THE WHOLE FIELD OF TEXTILE MANUFACTURE 30 High Street, Chatham (Chatham 2213 
EMMOTT & CO. LTD 31 KING STREET WEST MANCHESTER 3 i fvertisement Representatives 

London Office: 50 Temple Chambers, Temple Av., London, E.C.4 . Player, | 14, 3 Fleet Street, B.C.4 (Central 2786 


to-day the most authoritative textile journal in the word 


eee | 
ELSE Ee a La 
- a2 | 
P , ; x 
zl " Gore 
. BALLOONS Se 
._ | 
oe ‘ 
a . aa 
: | 
i \\ 
« 
aan ee 
YOU Ne : 
OO | 2 
j 0 | SE EEE 
s T UD J 1 | 
. a, ee | - 
oy, o ee ae | | / 
A K N } | , 
BRIG6&S 
Be || | 
|| | 
ein — , —e 
a 
TIATIEE MANUFACTURER | 
J v~ | 
™.! ' i — —s 


ADVERTISER'S WEEKLY 


ROOSTER 
PUBLICITY LTD. 


MITCHELL 
ENGINEERING LTD. 


(Food Machinery Division) 


.. to tell food manufacturers and can- 
ners about the JONES-MITCHELL 
Patented Hydro-System Process Pea 
and Bean Canning Equipment. These 
units can be fitted into any existing 
layouts and form complete canning 
lines, saving considerable space. 


FOOD MANUFACTURE 


Stratford House, Eden Street 
London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manulacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 
9 EDEN ST * LONDON 
EUSton 5011 


N.W.1 


Current Advertising 


Autumn leather publicity drive 


A Leather Promotion Council 
has been formed. The chief event 
in an intensive national campaign 
will be National Leather Week from 
September 21-26. 

Ihe Council has the 
various sections of the leather trade. 
Their publicity will be handled by 
another new company Leather Tradk 
Services, associated with which are 
G. Goddard Watts. chairman of F. 
Walter George Lid., and S. W. 
Bunting, the agency's managing 
director, Victor Spencer, chairman 
and managing director of Pictorial 
Publicity Lid., Martin Perry, man 
aging director of Marketing Con 
sultants Ltd., and K. J. Beeby 
ditorial adviser 

FE. Walter George have for many 
years been handling leather pubh- 
cily 

During National Leather 
which is” organised by 
Trades Services, the 
of the Festival Pleasure Gardens 
will be the focal point in London 
Throughout the week there will be 
an exhibition of leather. A nation 
wide search for the first Queen of 
Leather will be held 

Every section of the leather in 
dustry, and its principal consumer, 
the footwear industry, which uses 
80 per cent of British leather pro- 
duction, will co-operate in th 
Week 

Throughout) the campaign — the 
Leather Promotion Council will 
use “every appropriate form of 
publicity and showmanship to cap 
ture the attention of the British 
public and focus its interest) on 
leather.” 


backing of 


Week, 
Leather 
Amphitheatre 


Scheme for home- 
grown tomatoes 


A concentrated campaign to sell 
home-grown tomatoes and cucum 
bers is to be launched by the 
Tomato and Cucumber Marketing 
Board. 

The scheme is designed to im 
press on the public the fine quality 
of British produce 

Press advertising will cover the 
Radio Times and papers throughout 
the British Isles, using the slogan 
“British are Best.” Initial trade 
press advertising has started 

Window display material is being 
iwsucd to retailers Mather & 
Crowther Ltd. are the agents 


Test in the West 


A test campaign for Energen 
special fruit preserves is running in 
Gloucester and Cheltenham 

Display material has been 
and the Cheltenham 
Gloucestershire Echo, 
Citizen and Gloucester 
being used 

The product is designed for those 
who have to restrict sugar in their 
diet and to those who prefer some 
thing less sweet than ordinary jams 
and marmalades 

The General Advertising 
Ltd., are the agents 


ssc d 
Chronicle, 
Gloucester 

Journal are 


Co., 


Crane Publicity Ltd., recently ap 
pointed agents for Avery-Hardoll 
Lid., state that they are handling 
the company’s industrial equipment 
products but not the Avery-Hardo!l 
range of petrol and oil dispensing 
equipment 


bet of all buy a British all wool 7 
Carpet that carrive this labet..... h s 


This is the basic design of all the 
display material, press advertise- 
ments, posters and other promotion 
material which will be used in the 
carpet promotion campaign, details 
of which were published last week. 
Lytle (Advertising) Ltd. 


are the agents 


. 
New Morris van 

A new Morris quarter-ton = van, 
Stated to embody many features 
unique for a vehicle of its class, 1s 
innounced by the Nuffield Organisa- 
fron 

The new model is said to have 
“the performance, roadholding and 
comfort characteristics of the suc- 
cessful Morris Minor, on which it 
is based.” 

The van is to go into immediate 
production and will be available on 
both the home and cxport markets 
A limited advertising campaign is 
being planned by the agents 
Dorland Advertising Ltd. 


JuNE 25, 1953 


J * 
Strip cartoon to 
sell gas cooker 

The strip cartoon 
being used in a campaign for the 
new De La Rue G4 gas cooker in 
the area covered by the East Mid 
lands Gas Board. 

The advertising is in local papers 
and is appearing in each of the Gas 
Board's four divisions in turn for a 
period of two weeks in each. The 
Sheffield and Rotherham division 
is now being covered and advertis- 
ing in the Notts and Derby division 
Started this week Advertising in 
the Leicester and Northants division 
will start on August 14 and the Lin- 
colnshire division on September 4. 

The press advertising is supported 
by displays in gas showrooms 
A. N. Holden & Co., Ltd., are the 
agents. 


technique is 


Yardley introduce 


a smaller bottle 
Yardley are 
OUNCE 
range 


A trade 


introducing a one 
size bottle to their Lavender 
press campaign with 
double-page spreads Is being 
launched. Copy in Yardley 
Lavender advertisements in women's 
weekly and monthly magazines is 
being amended to read “Available 
from six shillings.” Previously the 
lowest price was 7s. 9d. The agents 
are W. 8S. Crawford Ltd. 


Putting a name to it 


For the past two years posters 
for Colman’s mustard have not car- 
ried the maker's name. Now, at the 
chient’s request, the name has been 
added. But there has been no indi 
cation that the “anonymous” posters 
were not as effective as those that 
mention the name “Colman’s.”” In 
fact in some areas the no-name 
mustard posters are still being 
used. §. H. Benson Ltd. are the 


agents. 


(Liverpool). 


NEW ACCOUNTS: 


Advertising Ltd. (Manchester). 


NEW CAMPAIGNS: 


Ltd.) Radio Times, 
paign in Cheltenham 


Lee Sparkmaster (Gilbert 


and the Newcastle area 


papers 


eo AT A GLANCE e 
ACCOUNTS MOVING: 


Shenkers of Hull, furnishing and curtain fabrics. and Laskers 
Home Furnishers Ltd, to Howards Press Advertising Ltd. (Man- 
chester); Windowlite Ltd, to the J. Walter Thompson Co 
The Downland Bedding Co., Ltd. to Alfred Bates & Son Lid 


Wm. Nelstrop & Co., Ltd., flour millers, for Howards Press 


Tomato and Cucumber Marketing Board (Mather & Crowther 
nrovineial 
Energen fruit preserves (General Advertising Co., 
and Gloucester 
Advertising Ltd.) motoring journals, 
Radio Times, and trade press: Rayon publicity (Dudley Turner 
& Vincent Ltd.) autumn and winter campaign in national and 
trade press and women’s magazines: Yardley Lavender (W. S 
Crawford Ltd.) trade press: John Steventon & Sons Ltd., fire- 
place and sanitary ware manufacturers (Howards Press Adver- 
tising Ltd. (Manchester)) provincial and local press covering 
Bristol and the South West, Birmingham and the Midlands 
and 
tobacco, made by John Sinclair Ltd. (Holman Advertising Ltd.) 
Greater London's Greater Press series in addition to national! 
and provincial dailies already in use: Dextrosol glucose tablets 
(Masius & Fergusson Ltd.) large spaces in London evenings; 
De La Rue G.4 gas cooker (A. N. Holden & Co.. Ltd.) Sheffield. 
Derby, Nottingham, Leicester, Grimsby and Lincolnshire news- 


. Ltd); 


newspapers and trade press: 
Ltd.) test cam- 


newspapers: Belling & 


the North: Highland Sliced 
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Ficcts and figures about 
Screen Advertising in the 


Northern Counties 


Northumbertan d 
60 cinemas €- 


FOR RI PRINTS 
advertisements in this series, dealing 
with « GMPALENs for (i) the Lon reat 

“) the North Western ( Seman : as 
W) East and West Ridings and 
‘V) the North Vidlands Please send 

“Postcard to Theatr, Publicity J td : 

San ’ Promotion Di partment 

124-128 Fing hlev Re 


ad, London \ 1 
or Phone HA Mpstead 4424 at 


Of previous 


Co. Durham 
418 CINEMAS 


CINEMAS: In the Northern Counties, Theatre Publicity can give 
comprehensive coverage for a filmlet campaign in 234 cinemas, of This is a specimen of the way in which screen 


which 30 are in the Odeon Gaumont circuit advertising can be used for a regional campaign. 


COVERAGE: The average number of admissions per week in these Whether you are interested in a campaign to 
cinemas is 989.876, representing 30°5°,, of the total population in 


ao give national, regional or local coverage, you 
re area. 


can rely on the co-operation and advice of 
SHOWINGS: In addition to weekday performances in all cinemas, 


your advertising filmlet is also shown on Sunday in the Odeon Theatre Publicity’s creative and distribution staff, 


Gaumont circuit. to ensure top flight production and exhibition. 


COST: A campaign for 6 months in all of the 234 cinemas would 
cost £2.599 for filmlet exhibition on an alternate week basis and 
would give a tal number of impacts just short of 12,870,000 


THEATRE PUBLICITY LTD + Leading Screen Advertising 


A COMPANY WITHIN THE J ARTHUR RANK ORGAN ATION 


HEAD OFFICLS 


124-128 FINCHLEY ROAD. LONDON. NW3 (HAM 4424) & SALES & PRODUCTION: FILM HOUSE “/AROOUR STREET LONDON W1 (GER 9242 
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ADVERTISER’S WPEKIY 


WHO SPECIALISE IN 
STRIP ADVERTISING | 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 


“THE WATER & SANITARY 
ENGINEER” 

is unbeatable as a first rate 

medium. Contact the Advertise- 

ment Manager at 32 Finsbury 

Square, E.C.2, or phone 

MONarch 1541, 


No Local Campaign Is 
Complete Without The 
BOLTON 
STANDARD 


—the town’s brightest weekly, and 
best results for your advertising. 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 
readers. 8/- per s.c.i. Thursday 2d. 


Don't overlook the claims of the 
BOLTON STANDARD 


Victoria St., Bolton. Tel. 4742/3 
1S High Holborn, W.C.I. Chancery 8752/3 


A.B.C, 23,213 
The 
Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
~ 


Advertising Department 
Newspaper Representations Led. 
231 Strand, W.C.2 


Tel: CITy 5906 386A 


Photographic Enlargements 


in all sizes up to 80 sq. ft. in one piece 
Co. Ltd, Brownlow Rd 


The Autotype 
oe ae EALing 2691 


London, W.13 


Strip Features] rwe wew 


LONDON W.C2 
TEM. 2612 


SHEEP DIP 


and 


SHAVING SOAP 


Our County-men like 
to spruce up. Maybe 
they're not fussy about 
bath- salts but they 
need shaving - tackle 
and those who are 
” can do 


electric razors, 


‘wired - up 
with 
too! 


Men's wants are a good 
market in the 


LEICESTER 
ADVERTISER 


SHOP WINDOW 
of the County-folk 


31st 
annual of 
advertising 
and editorial 
art 


“A rare feast for art editors 
one of the outstanding 

creations in the graphic arts 

fields.’"—World's Press News 

350 illustrations, many in 

full colour 50 - net 


pitman 


parker st. kingsway 
london w.c.2 


One of the most brilliantly illumin- 
ated features of this year’s Royal 
Tournament exhibition stands is the 
Mazda display, based on a Corona- 
tion theme. The six foot high crown 
which towers over the stand, sup- 
ported by the “Royal beasts,” is 
studded with Silverlight and colour 
sprayed lamps 


MORE NEWS 
ABOUT PEOPLE 


C. F. Price states he has resigned 
his position of advertising manager 
to Harrison (Birmingham) Ltd. Hi 
is to yon the board of directors of 
George Owen & Son (Printers) Litd., 
Birmingham, as from July 1. 

J. S. Hill, assistant sales manager, 
has been appointed advertising man- 
ager of Harrison (Birmingham) Lid 


* * * 


Maurice C. Franco has been ap- 
pointed advertising and publicity 
manager of Venners Ltd., the time 
switch people. He was formerly an 
account executive at Dorland Ad- 
vertising Ltd., and publicity manager 
of British Thermostat Co., Lid. 


* * * 


J. Caughey, Jnr., has been ap- 
pointed editor of the Farmers 
Journal, the official organ of th 
Ulster Farmers Union. A member 
of a distinguished newspaper family, 
Mr. Caughey was for some time 
editor of the Carrickfergus Adver 
tiser. He joined the Ulster Farmers 
Union in 1952 as publicity officer. 


* * 7 


Cyril Anderton has joined Cliflord 
Acro & Auto Ltd. as general sales 
manager of the agricultural division. 
He was formerly with the Lock- 
heed Group, from which he 
resigned a year ago to conduct his 
own sales consultancy service. 


Send for 


°, 

(J 

Rate Card WSAGENTS 

NATIONAL NEWSAGENT 

BOOKSELLER STATIONER 

149 FLEET STREET, LONDON, EC4 
Phone : CiTy 2604 (5 lines) 

By far the largest Net Sales Circulation (A B.C.) 


) wickshire 
| his pvhlishing 


received Wa: Office 
| work in interccating enemy wireless 


} new 


JUNE 25, 


ADVERTISER’S 
ANNUAL 
Late corrections and 
additions 
lo keep your 1953 “Blue 
Book” up-to-date here are a few 
late corrections and new entries 
Please mark your copy 


Py 
Page 35 (Advt) JEWISH OBSERVER & 
MIDDLE EAST REVIEW. fai 


tor Jon Kimche 
CHISLEHURST & KENTISH 
TIMES, Tel. No. Footscray 1154 
* KENTISH see. Tel. No 
“KENTISH TIMES, 


I Footscray 1155 
CORNWALL (EAST) TIMES. 
CHRONICLE, 


delete I MT. particulars 
DARTMOU TH 

I Fleet St EC4 
1960; I Rep 


19§3 


Off. 131 


I Tel cones 
John C. Mactavish 
SALISBURY ‘x WINCHESTER 
JOURNAL, I 7 - 
TAVISTOCK = delete 
partk 
MAN EXAMINER, 
2 Hieh Holborn 
eh <nancery 3522 
I Re J. Watt 
MANX G REEN FINAL. L. of 
292 High Holborn weci 
< I Rep 


No. Macaulay 
Wiliams; 


12, £2 

© LIDING, Mortimer St 
Museum 2776: A. Mar., 
Porter: cw. 24”: c.l 
nc, 2; cd. 10th of mth 
preceding t pub atrly (Jan) 
scr 100) P £18 1K -; H 

4 ral Q “ §/. 
New Entry] 
G [RAMOPHONE k FCORD, 
Ning of mth preceding P 

£28; 12. £2 
FREIGHT, = 190-195 

é Wl Regent ‘ORS 

CIGAR & hes CO WORLD. 
changed to HE TOBACCO 


orn 190-195 

1; Regent SO8S 
CLIFFORD a 

LTD., Tel N 


1 
PEACOCK CO. 
Albemarle St W 1 
. PUB- 
11D, 10 
Welbeck 


LTD., 


5 BLOXIGAM. 
PARTNERS 
Chancery 6 


OSBORNE 
a 


SERVICE 
ck St Wil: 


<446 
KNOWLES, A. H. 
A. Lyth 
Jenneson, S. H. 
7 Is column 
bottom to read 
Richards & Pupwecen. 
Eng Co It 
‘ Crows Rene Sites Ltd... 1770 
S.W 3; Knights 


(S.B) 


de} ete entry 
1Sth ne from 


Abbot 


James Studio, 17 Fournier 
Bishopsgate 1862 
{New 
o4) Siegel & Stockman 
Ww igmore St Wil 
240 
89 Shavex Zee-Kol Co. Ltd., del tk 


entry 


‘ ‘ al . 

Capt. G. F. Steven 

Captain Gibson Ferrier Steven, 
directo: and manager of the Ber- 
News and Berwick Journal 
aged 56. In addition to 
interests he was a 
wireless industry and 
thanks for his 


has died 


pioneer Of the 


messages during whe Jast war. 


Vidor-Burndept Magasne js the 
bi-monthly house Magazine of 
this group of radio and teiwyion 
equipment makers. Its initial circuta 
tion is 5,000 copies. 
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665 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


‘ pe ne a pe VACANT, lg ge line, 49s. per display panel inch. 
equired for National paper in oO TENTS WANTED, 4s. per » 38s. per display panel inch. AM other 
L pap Classifications, 4s. per line, 45s. per display panel inch. Minimum 3 limes. Box No. GooD ALL-ROUND ARTIST 
ondon. charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID Address “Advertiser's DESIGNER 
GENERAL | Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25) OR 
ARTIST APPOINTMENTS VACANT | PUBLICITY STUDIO : 
letterin line drawin layout Situations Vacant: ‘‘The of answering these advertisements must specialising in Folders, Booklets 
gz 5 g y “we be made through a Local Office of the Ministry of Labour or « Scheduled Employment Posters Emphasis on good con 
roughs, etc. tarting Salary Agency if the applicant ls a man aged 18-64 inclusive or a woman aged 18-59 inclusive temporary design and imaginative 
£650 per annum, rising, good unless he or she, or the employment, ts excepted from the provisions of the treatment. Sound knowledge Typo 
prospects for efficient worker. Notification of Vacancies Order 1952. graphy and drawing for reproduction 4 
all processes Five day week : 
Apply in first instance:— Holidays as arranged. Details of age 
. salary and experience to 
W. A. STOKER & CO. LARGE MIDLAND Experienced 
, senate ean tintin Co-operative Art Service Led., 
15, Hawley Street, | 4 LAYOUT AND 6a, Smith Street, Chelsea, S.W.3. 
the services of an assistant in its 
Margate, KENT. | | Publicly Geparement, with eventos (NB. This is not a Junior position ) 
| ability and experience of mechanical ID AS MAN | — 
c gy moc eee ae ge ow and electrical engineering E FIRST CLASS LE ' TERING ARTISTS 
dvertisir cpar t cations P } ¢ ed t siding idio W es 
are inviied from men with proved Work primarily comprises copy- Required by End of re caiak n Ph ne 1 a... Pano 
ability to design showcards, posters writing for booklets and technical , | with An Director Girard 828¢ 
dion aeaiaie’ ia Comma advertising. Previous experience of medium - sized | GENERAL ARDISE requved in Studio 
Hote!. Contributory pension scheme. | this type of work essential } of well-know F , { tleet Steet 
Write in confidence stating full par- Write in first instance, with full London Agency | publi ’ ’ ' Must | ‘ 
ticulars and salary requcd two The penenced lrawing for reproduction 
Staff Manager, British Bata Shoe Com particulars of past experience, edu- advertisement =f 1 and tering 
pany Limited, East Tilbury, Essex cation, and salary expected, to Able to see a job through Knowled { type an advantaa ; 
, a day week Details t exp mee ae 
| Box 4937 from visual and clients’ rough | | and salary required to: General Mana 
9 . wer Busi Publi ation lid lau 
ia R WOMAN Advertiser's Weekly 180 Fleet St EC4 to final proof. Some know! Fleet Street, EC 4. (Chancery 8844) 
. . i 
3 WAN, awe 22-4 ns 7 
WANTED | DIRECT MAIL SALESMAN” Publisher edge of art-buying and exhib "eal Geparemem ol Advert dog Aaeuee 
| sf ar ip trade journals offers a tion design Please write. giving Must {t have rl wy ape nee in and 
} young (thirtyish) bu proved and ex ling ind k Really good 
Urgently required—a fully ex- Perienced direct mail man, a tough full details of experience. age pre f ipable man. Apply by 
perienced energetic woman to | | = Wb. in. his subscription sales depart : . ter, marked Confidential to BOR. B 
take charge of Public Relations | a. a. to - — gg ge and salary required to ye on Broughton, Mosley Street 
and sales literature for important | | tunity that wil bring reward to. his 4 PIRSTCH Ass REPKE SEN' AnivE 
London Firm. Knowledge of ei ind mind as well as his pocket Box 4968 “with itistand selling abilit 
rite now to . | 1 by Ys Y rou balis ca 
cosmetic and beauty market Box 4921 Ad. Weekly 180 Fleet St BC4 Advertiser's Weekly 180 Fleet St EC4 | | euiie publicatior the p lien ae 4 
absolutely essential. Salary aneees. 4 oe ecanenve ADVER- | : i man under 40 with a good space 
« s » AG secks experienced _ “ : ree ! tie md Promethean 
adjusted according to qualifica bxecut with established connections SENIOR Shorthand ypist Int sting fea { onalit ind dt A'l ap 
tions and results. Please write ship, would be considered for position with leading Exhibit and | plications will treated in the strict 
to: man. Write, in confidence to Dasplay Organisation Wil strict Big iden indent men vith 
49. Ad. Weekly 180 Fieet St BC4 | Salary according vi n Writ rl ’ al ibility will t considered 
Box 4938 full particulars to { f ter “ Wr to 
Advertiser's Weekly 180 Fieet St EC4 Advertisement Manager Space Sel | Box 4923 Ad. Weekly 180 Fleet SUBCs | Box 4922 Ad) Weekly 180 Fleet St BCs 
required in London immediately for an 
REPRESENTATIVE REQUIRED PADOTees Wrens eres, _Siny eae 
J ; A : Dy 


who have earned £1,000 p.a. or more 


-l-establist a 
well-established and progressive Process need apply, Salary and liberal com- 
House near London Applicant must M 
aeons cea a mission ust have sound general 
have good contacts for publication k ledge of trad od b " 

no > 
work, especially colour wieds ade ar e willing to 


! 
ox 4871 Ad. Weck 180 Fleet St FC4 go out and get business 
oe 48 Be. eee “ Box 4934 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNT EXECUTIVE | | nasa invorr anne 
quired by advertising ayency Special 
West End Advertising Agency ability in designing print an advantage 
Ik) not send samples in first instance | 
require an account executive Write stating age, experience and wage 
required to Art Director, W. Hopwood 
to handle a group of important & <e, Ltd, 67a Mosley Street, Man 
accounts under direction of the —— 


¢ o 
ut ay Prop CTION 1tRK RE- 
Chairman. Must be conversant oul Knowledg Typesetting 
with all branches of advertising ind _ mess work dk sitabi but not 


essential Applications stating salary 
and publicity. Age between 30 req ives to < iB B Rumbl «f row 
ther é icholas td, s trand, 
and 40 preferred. State ex- WC? 
perience, age and salary figure | | Bu : ADVERTISING. SPACE SALES. | 
f d Mobile State age, expericnce, : 
or consideration. | a wants an experienced visualiser layout man. 
8. 409 | Box 4885 Ad. Weckly 180 Fleet St BC4 Probabl iI } { 
Ox | robably still young, with advertising sense ¢ 
Advertiser's Weekly 188 Fleet 8 CCH) | | Oe OUT sHOWCARD pind ee advertising sense and 
drawing ability, he should be able to put con- 
ADVERTISING ASSISTANT (young DESIGNERS 
woman, aged 17/20) required for in- r ve ; ‘ vincing figure drawings into his finished layouts. 
teresting work in Advertisement Dept. | wo vacancies in est End Studios for 
of well-known magazine. Must be men of proved ability in cut-card point You know the sort of people we are: if the 
able to type: knowledge of shorthand of sale aids 
an advantage. S-day week. Commene- Full particulars of experience to Abbey description fits, we'd like to know the sort of 
ng — £5 Particulars of experi- Display Co. Ltd, 49, Charles Street, 
ENCE, ge Ste te igo Fleet St BCA | | Serkeley Square, London, W.! chap you are. Please write, without specimens 
ONE SENIOR ARTIST and one Junior at first but stating the salary you will need 
London Agency has opeding rtist req i for rapidly expanding t the N Dire . 
for an pon by letter to Darroch o the Art rector for an appointment 


red 
Wallace Adv isis Ltd., The Albany 
ARTIST Old “Hall Street. Liverpool, 3. "and 
fate age, exp we, educati a 
DESIGNER ro aly Te tae ~~naleraemte a 
A FIRSI4 LASS GENERAL ARTIST 


“ quired, J still it lettering. with COLMAN PRENTIS & VARLEY 


ideas gning hiah-<lass 


who will be mainly employed 
on packaging Must be fully 


experienced and capable of pro- showcards and = out-ut Write of 3 ( ‘ . W | 
ducing some finished artwork phon for appointment Adverusing 4 sTOSVe! S - 
Write stating qualifications, age Display Lid b8 Charlotte = Street, ~ enor . treet, , 
and salary required to Wl. LANgham ‘351 2 
Box 4910 | DISPLAY SALESMAN with connection 


among National Advertisers is offered 
Advertiser's Weekly 18@ Fleet 61 EC4 | remunerative “Point of Sale’’ Display 
Box 4804 Ad Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8811 (Kx 


= ee : 
ee 
- 
one of the a 
Oo sroubps 
es ° 5) | 


ADVERTISER'S WEEKLY 


PPOINTMENTS VACANT 


YOUNG 
COPYWRITER 


who has been writing copy in an 
Agency or department for at 
least 3-4 years required in the 
publicity department of a leading 
London Publishing House. The 
position calls for a man (or 
woman) with a sound advertising 
approach and the ability to write 
fluently and well on a wide 
variety of well-known periodicals 
in press advertisements, folders 
and other sales promotion 
media, Superannuation scheme. 
Holidays can be arranged this 
year. Write, stating age, details 
of experience and salary ex- 
pected to:— 


Box 4932 
Advertiser's Weekly 180 Fieet §t EC4 


ADVERTISEMENT 


ARTISTS. We 


wes! 


MAKE-UP CLERK 
(Female) reauwed by City Publhshers 
for Monthly Trade Journals State 
full details to The Writer, 68 Fleet 
Sueet, E.C.4., of phone Mr. Coburn, 
CEN: 2701 

have one of two vacan 


cies mm our) Studio for competent 
weneral artists expericnced in Back 
and White advertisement layout, let 


tering and possibly air brush work for 
reproduction Constant employment 
Apply Studio Manager, Walter Pearce 
Liu, PA. Merchant Street, 
Bristol, 1 

OF ENGLAND 
copywriter-visualiser with young teas 
to work on technical and public 
appeal accounts. Write with broad de- 
tails of experience and salary required 
to 


Box 4926 Ad 


L.P.A. require 


Weekly 180 Fleet St EC4 


' 


666 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


be or she, or the 
N 


Situations Vacant: “The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 iactusive 

employment, is excepted from the provinons of the 
of Vacancies 


Order 1952." 


PRODUCTION MAN 
Experienced in store and mail 
order advertising Excellent 

prospects 
Box 4965 
Advertiser's Weekly 180 Fieet 61 EC4 


PERSONAL 


EDITOR WANTED 


ASSISTANT required by 
Sales Promotion Manager. Applicants 
should possess a general background 
and aptitude for adverusing and pub- 
leity, @ good working knowledge of 
production processes, tact and initia 
tive. Write Box A.W 420, L.P.E., 110 
St. Martin's Lane, W.C.2 

for established 
monthly Trade magazine, must be able 
w organise, write with facility, have 
a knowledge of type, layout, blocks, 
etc, and be a good mixer Trade 
journal experience less important than 
other qualifications. Good prospects for 
keen and energctic man Write in 
confidence, giving details of qualifi- 
cations, experience and salary ¢x- 
pected to 

Box 4927 Ad. Weekly 180 Fleet St BC4 


LAYOUT ARTIST 
REQUIRED 
Only those capable of First Class work 
need apply Call, ‘phone or write 


STANWOOD Art in Publicity Led., 
57, Haymarket, S.W.!. WHI 0303. 


LADY 


ARTIST REQUIRED. Good 
sense of design and clean execution of 
work essential, Fullest details to 

Box 4931 Ad. Weckly 180 Fleet St BC4 


SERVICE ADVERTISING 
has room for stil! another 


top flight visualiser 


This advertisement is addressed to the relatively 
few. We are not interested in normal humdrum 
We want a ‘top flight’ man who is 
already doing a very good job, with the respon- 
sibility of the complete visual presentation for a 


compete nee 


group of National 


hear from him. 


We'd like a factual letter giving the names of 
current accounts you are now working on; brief 
resume of past ones; present salary. 
will be treated in strict confidence. 


Write Art Director 
Service Advertising Co. Ltd., 77 Brook St., London, W.1 


Advertisers. 

This man ts already a thoroughly qualified visual- 
iser and his record proves tt. He is probably earning 
very good money but if he ty considering a change 
and is keen to join a friendly team we would like to 


Every letter 


‘Phone your Classifieds 


ASSISTANT REQUIRED in the 
PUBLICITY DEPARTMENT of 
Midland Machine Tool Company 


To be primarily responsible for pro- 
duction of catalogues and other 
publications, and advertising material 
Must possess good technical knowledge 
and experience of reproduction pro- 
cesses 

Successful applicant will join a keen 
team which is proud of its record in 
contemporary advertising 

Write in first instance, with full 
particulars of past experience, education, 
and salary expected to 


Box 4936 
Advertiser's Weekly 186 Fleet 81 EC4 


GooD 


SECRETARY | PERSONAL 


RETOUCHER wanted for 
Machine and gencral wor 


Box 4905 Ad. Weckly 180 Fleet St EC4 


YOUNG LADY 15-25 required as Assis- 


tant in Advertising Office, able to pre- 
pare rough layouts and lettering and 
willing to canvass advertisers for pub- 
lications Salary and Commission 
Box 4929 Ad. Weckly 180 Flee: St EC4 
ASSISTANT 
to Advertising Manager Well = edu- 
caied, reliable, intelligent gir! 
be Agency trained of 
gaged in a similar job 
generous holidays lunch allowance, 
superannuation = scheme West End 
Office. Weite stating age and experi- 
ence to 

Box 4946 Ad. Weckly 180 Fleet St EC4 


ASTRAL ARTS GROUP 
LIMITED 
require services of creative layout 
artist with knowledge of typography 
171 NEW BOND STREET, LONDON, W.! 
GROsvenor 8711 


YOUNG LADY (20/25), good education 


and appearance, competent and accu- 
rate typist, required by advertising 
agency to assist Space Buyer. Some 
advertising experience essential, Write 
giving full details of age, experience 
and salary required, etc. to 

Box 493) Ad. Weekly 180 Fleet St Ea’4 


A GOOD STEADY POSITION 


awaits a Production Man aged 
about 24. Must have had two vears’ 
recent experience in Production Dept 
of a good Agency. Holiday or com- 
mencing date by arrangement. Write 
wiving fullest details, stating salary 
required to The Secretary, 
ARMSTRONG-WARDEN LTD., 
69 New Oxford St., W.C.1. 


JUNIOR 


LAYOUT ARTIST TYPO. 
GRAPHER $ cequired for finished lay- 
outs and adaptations, Must have had 
a@ few years’ Agency experience. Write, 
stating age, experience and salary re- 
quired, to Taylor Advertsing Ltd, 
11S Gower St. W.C.1 

ADVERTISING MAKE-UP AND COPY 


CLERK for trade and gencral publi- 
cations Good opening for capable, 
conscientious = person Write stating 


experience and salary, 
Box 4945 Ad. Weekly 180 Fleet St EC4 


TWO ARTISTS WANTED 
for fast growing advertising agency 
VISUALISER 
RETOUCHER 
finished art work 
Age is no bar, excellent 
Box 4963 
Advertiser's Weekly 186 Fleet St EC4 


prospects 


to CHA 8844 


A LEADING WEEKLY TRAD® PUB. 


LICATION is secking a young repre- 
sentative with a good selling record 
Experience in selling to the perfumery 
industry would be an advantage, but 


iS NOL as essential as sales ability, drive 
and enthusiasm 
Box 4960 Ad) Weckly 180 Fieet St EC4 


(Ex 25) 


JUNE 25, 1953 


APPOINTMENTS VACANT 


INDIVIDUAL ARTISTS 
REQUIRE 
(a) Creative General 
Artist 
(b) Still Life and 
Airbrush Artist 


(c) Lettering Artist 
S.LA. Standard at least. 


Telephone MAYfair 4316 
for appointment. 


FIRST CLASS ADVERTISEMENT 
REPRESENTATIVE required for lead- 
ing Management journal Applicants 
should have experience in dealing with 
top level contacts The position offers 
4 rea) opening for the right type of 
salesman A salary in the four figure 
class will be paid on proof of ability 
Full particulars in strictest confidence 
to General Manager, 180 Fleet Street, 
London, E.C.4. Phone CHAncery 8844, 


PRODUCTION 
MANAGER 


Fully experienced Production 
Manager required in busy 
Agency. Thorough knowledge 
of Press, Print and invoicing 
essential. Must be able to act 
on own initiative and control 
department. 


COPYWRITER 


Opportunity occurs for ex- 
perienced copywriter/visualiser 
to work on group of technical 
and consumer accounts. Finished 
layouts will not be required but 
applicant must be able to pro- 
duce sound ideas and copy 
capable of being developed in 
Studio. 


Aprlicants with the necessary 
qualifications for either of these 
attractive appointments are in- 
vited to write, in confidence, to 
The Managing Director, L. 
Graham Browne Advertising 
Ltd., 335, Moseley Road. 


BIRMINGHAM 


AIRBRUSH RETOUCHER, first class 
man used to general retouching in- 
cluding engineering subjects, perman- 
ency Phone HOLborn 0534 

CREATIVE LAYOUT MAN. for rapidly 
expanding Agency. Should have a flair 
for design and be capable of handling 
all visuals if necessary Holidays by 
arrangement Write in confidence to 
Box 4966 Ad. Weekly 180 Fleet St EC4 

SHORTHAND AND COPY TYPIST in- 
cluding some clerical work in Adver- 
tising Agency close to Holborn Viaduct 
Station. Single not under 24. Hours 
9 to §-30. No Saturdays. Good holi- 
days, Pension Scheme 
Box 4948 Ad. Weekly 180 Fleet St EC4 

COMMERCIAL ARTIST required in 
Twickenham area for Advertising 
Agency. Good all-round practical man 
with a head for ideas and capable of 
taking roughs to finished stage. Write 
or phone for appointment, Mr 
Lynch, T. C. Bench Ltd., 185 Uxbridge 
Road, Hampton Hill. Molesey 3101 

MIDLAND MANUFACTURERS = are 
establishing a small advertising depart- 
ment and invite applications from 
young experienced men accustomed to 
press layouts, copy, catalogues, etc 
Unique opportunity for those secking 
a position cventually as advertising 
manager, Write stating age, experience 
and suggested commencing salary to 
Box 4879 Ad. Weckly 180 Fleet St BC4 
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JUNE 25, 1953 


PPOINTMENTS VACA 


FASHION COPYWRITER 


Harrods have a vacancy for a 
young woman in their Ad- 
vertising Department with some 
previous experience in similar 
position. Knowledge of ad- 
vertising production and routine 
essential. Good prospects. 
Write in the first instance, in 
confidence to the Staff Manager, 
HARRODS LTD., LONDON. 
S.W.1, giving full details of 
previous experience and salary 
required. 


£500 P.A. INITIAL SALARY for com- 


petcnt producthon man this is an 
important position requiring alltound 
expe n particularly a thorough 


knowledge of typography and ability 
to do Printers Layouts quickly and 
accurately The right man will achieve 
managerial status on proving his worth 
Box 4964 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS 
{LETTERING 
ARTIST 
WANTED 
for London Studio. 
Write experience 
and salary required 


Box 4935 
Advertiser's Weekly 180 Fleet 61 EC4 


ASSISTANT ADVERTISEMENT MAN- 
AGER required for Business (The 
Journal of Management in Industry) 
Must be an experienced space sales- 
man, aged 4-40 Exceptional opening 
for the right man Full particulars, in 
strict niidence. to General Manager 
Business Publications Ltd 180) Fleet 
Street, E.C.4 


SUBSCRIPTION SALESMAN | required 
for inter ing new journal with tre- 
mendous potential Commission only 
but with guaranteed minimum, Names 
and iddresses supplied Applicant 
must have completed National Service 
Writ giving full particulars and dat 


available 
Box 4924 Ad. Weckly 180 Fiect St BC4 


A GOOD OPPORTUNITY 


occurs with an old-established 
and expanding London Agency 
for a reliable young Production 
Executive with a sound sense of 
layout and typography, ability 
and adaptability, rather than 
long experience, are the prime 
essentials for this position which 
carries a good salary and excel- 
lent prospects. 

Personal details and age, please 
to:— 


Box 4933 
Advertiser's Weekly 180 Fleet St EC4 


SECRETARY / PERSONAL ASSISTANT 
for Space Buyer Good opening tor 
educated young woman 25 to 30. Must 
b good at figures and neat quick 
typist “yer ad roa shorthand. Details 

st rit and salary, Staff 

Manager « itt ~~) Bloxham & Partners, 

Lion House, Red Lion S:., Holborn, 
W.C.1 


YOUNG LADY required for Production 
Copy Detail Age 17-20 years Must 


Apply in writing, 
rience and salary re- 


Box x 4961 Ad. Weekly 180 Fleet St EC4 


SENIOR 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


APPOINTMENTS VACANT 


ADVERTISEMENT MANAGER required 


for small 


Good Salary ¢ 
Box 4949 Ad. Weekly 
YOUNG ADVERTISEMENT 

SENTATIVE u 
on Technical 


Kitchen 


ADVERTISING 


known br 


requife assistant 
ager. Agency 
some xpericnce 
tial. Activities cover 3 
Using and posit 


man of 

Write to 
Perfumery 
Stanmore, 
experience 


LETTERING 


finished 


of airbrush an advantage 


born 0534 


A PRODUCTION 
female, under 


London 


tions and prospects 
giving age 
quired to 


Box 496) 


FIRST-CLASS 


required 


phone MAYfair 
LAYOUT 
quired to work on 
and interesting accounts. 
ful! details 
quired to 


Box 4959 


SECRETARY ASSISTANT 


ady Space 


London 


Box 4958 Ad 
ADVERTISEMENT REPRESENTATIVE, 


an or 


record =required 


Excellent 
applicant 


Box 4969 Ad. Weekly 180 Fleet St BC4 


ERWIN, WASEY 


A FIRST-RATE 


TYPOGRAPHER 


TO WORK ON 
NATIONAL ACCOUNTS 
Agency experience and 


good layout ability is 


Phone Mr. KENNARD 
MAYfair 8171 for appointment 


APPOINTMENTS WANTED 


ADVERTISING 
with 6 years 
ence seeks 
count execut 


manager 


dustry and 


tail will 
Box 4928 


IF YOL 
to handle 


sumer product 


to Box 


advertiser 


position director 
agency, has 
moueon for 


Box 4957 
Advertiser's Weekly 180 Fleet St EC4 


OYSTERS! OYSTERS! ? 
I 


oyster? 


weight, and 


years 
Nationa 


growing-up 
for 
in the making 


a pearl 
Box 4940 


tive just 
years in 


with Advertising 
are in'crested in this future 


Box 4955 , 


ADVERTISER'S WEEKLY 


SALES AND WANTS 


Watermarked w lite ato 


—a —., STUDIO & ART 


DEPARTMENTS 


m offers scope for young 


28 VEARS OLD WRITER with 


HARPER & TUNSTALL LID. 
Leto Works, High Street, 
Edgware, Middlesex. 


ACCOMMODATION 


ACCOMMODAT 1ON IDE. Al. 
muUbD y 


a number of varicd Weckly 180 Fleet St BC4 


VISUALISER with ideas requires — 


Weekly 180 Fleet Si BC4 


FREE LANCE SERVICES 


‘FOR srr CARTOONS. 


MISCELLANEOUS 


TECHNICAL PUBLICATIONS 


PHOTOGRAPHER with 


Instruction Books 

Spare Parts Lists 

Charts & Posters 

We undertake a part, or the whole 
job, of producing perspective draw- 
ings, litho or letterpress printing, 
compiling etc. Specialists in Tech- 
nical Publications. 


TECHNIGRAPHIC 


TECHNIGRAPHIC (BRISTOL) LIMITED 
Hampton Lane, Bristol, 6. Tel: 363986 


A WIDE EXPERIENCE « 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


CARILLON PRESS LID. 


IDE AS bed wt al 
ng. 1 


Wellingborough Road, 
i) 


SPECIAL ANNOUNCEMENTS 


IMMERCIAI 


PERSONAL 
t f “ Brita No 


"Phone your Classifieds to CHA 8844 (Ex 25) 


a a eae ‘ ape a ae . t= Se a 
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r Write 
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forms of ad m sition in London Advertising Agency 80 bes = tis 4d ' 
or Pubhcity Department , 4 
ligence and personality Box 4967 Ad. Weekly 180 Fleet St BC4 The Studio's multi-purpose paper 
es ees. CO | Ges Lele very suitable for photography back i. 
Co. td., oncypo ane, . 7 ground 
Middlesex, giving detai's of and overseas experience seeks editoria at , h ' fe 
and salary required copywriting work University educa- Send for samples. o¢ cash with order 
fon rite 
—— a = a : Box 4942 Ad. Weekly 180 Tleet St BC4 
Fl setic Casentts jowlteesc : 
REE Pon: Ol | SPYERTISING STUDENT (indian) 
ee aged 22, with 4 years’ Agency experi 
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oT PF ly + thy, bese Box 4956 Ad. Weekly 180 Fleet St Eg — Drawing Office ister ats, = 
S-day week Apply SIUDENT. Viriie mind, able to visual 
lence and salary re- isc; knowledge layout; keen copywriter 
wishes to jon Agency to d »» high 
NEN . Weekly 180 + St BC. cTeative potential, Salary un mportant 
a spac le intent Row 4441 Ad Weekly 180 Fleet St EC4 
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a West End Studio Tele GENERAL ARTISI desires change 10 
ising. Vernatie and.” competent Pe Nara 
tering Versatile and competent hoto h 
Lt ALIS I ant otographn 
LISER C ' re premises 
near Holborn Vacant for Arm studio 
rite givin: 
zu rooms, 4th floor, Offers invited 
TT Veck 1X0 Fleet St BC4 B ; A ! t bC4 to oOo A ree 
Po required by ROSEBERY AVENL gE, E.C.1. I ntire 
a Buyer of well-known 2nd Floor Light Industry 1,700 sq ft 
. J 4 ; 750 pa Lift, Central Heating. Lad 
gate Circus, £.C.4. Warchouse, 3,200 
: si sq. ft. 4 Floors £950 pa 
Fe a Sones =a oe MARSHALL HOARE & CO, 8 High 
= . ; “y —_ —_ ~'s a “ee? yg A Holborn, WC.1 Hol 102 
Ct ” ra ourna igh standard employ \ tume . : 
portunities “roy the right ticularly letter rs and retouchers) STRAND, W.C.2. Suite of working F 
| ‘ accepted if 1 bi Det loos studio o¢ drawing office and 2 small 
ee) Box 4954 A offices to let at £6 pw. incl. Taylor, 
= 79 Gloucester Rd, S.W.7 aS40 - 
con panera om eas : 
Po Bon 4043 A 
Box 4944 Ad W k tl St kc4 
Po FIRSE-CLASS small, Midlands Commer 
pa rset . a cial Art Studio requires extra work 
require binished Creative art work, retouching, SIRPI (H. de la Chassaign > 9 
Reasonable charges auick service Gomez Homen). International Service . 
Po Box 4944 Ad. Weckly 180 Flect St BC4 Agency, Via Visconti di Modrone, 6, 
; Milan Se, 
, i. 
PRR BUSINESS OPPORTUNITIES 7 
| . 
COMMERCIAL a eet ss 
equipped Sud ’ . ¥ 
good West End address London, ee 
seeks another photographer with own ae 
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ee monthly rental hasis printing 7 
| ‘ueauial Box 4952 Ad. Weckly 180 Fleet St BC4 Peas n 
PUBLICITY AGENT required by Man- 
firm's sales of medium to ter class 
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aver ft) giving parties and ny other 
| assistan n sary) and J prac 
| tka’ metoods of keeping t firm well 
in (he pictur Picase stat liest’ par- 
| > = tioular when replying in contidence to 
| EXECUTIVE, aged 25, Managing Director 
igency and client experi- Box 4954 Ad. Weekly 180 Fleet St EC4 
posiion aS assistant ac ————— 
< Or assistant advertising 
EES capacity to copy with de- 
| be given full scone 
bat om eee ad ” ap ; ance Po 
photo-litho process plant) 
ARE LOOKING FOR AN CCCs ST 
EXECUTIVE ‘ Fine Colour Printers. Bournemouth 
a major National on- Telephone Boscomt 6845 
EE account, plicase write London Office 98-100 1 1 Street PRINTERS 
«| mber given below Ihe tEC4 Phone’ ChNtral 1740 
leading international 7. ten . Ee! Advertising, 
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me National Agency is Resull November ‘Sth i 
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ADVERTISER'S WEEKLY 


THE 
OBSERVER 


Certified 
Average Net Sale 


July — December, 1952 


454.144 


(Audit Bureau of Circulations) 


Display Rate : 
€11 an inch 


22 Tudor St., E.C.4 


Represented by 


David Judd Associates Ltd. 
Empire House, 175 Piccadilly, W.1 


Tel. Mayfair 5560 


in the weather 


Tuurspay, June 25, 1953 


Every change 


sends 


searching 


through 
STITCHCRAFT 


ABC net sales 214,926 copies a 
month: Type area page 83 ins. x 6 ins. 
£204 apage: Advertisement Manager 

S.H. BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford, 
Middlesex. Telephone EALing 6283. 


— STOP 


bought, 
studied 
and kept 


TRADERS HIT AT GIFT 
SCHEMES 


Bristol grocers, oil and hardware 
dealers, and ironmongers at a special 
meeting decided to recommend to 
members of their respective associa- 
tions that they refuse to handle 
gift schemes, and that they withdraw 
from display on their premises all 
products and advertising material 
belonging to firms sponsoring them. 
Decision stated to be in line with 
a resolution passed unanimously at 
the National Federation of Ilron- 
mongers Conference. 


Minister of Housing and Local 
Government has upheld Sheffield 
Corporation's contention that adver- 
tisements on the Wicker Arches, 
Sheffield, contravene the town plan- 
ning regulations. 


Summer campaign in class maga- 
zines and trade press, July to Sep- 
tember, for Smirnoff Vodka. 
Agents: Alfred Pemberton. 


F. M. McArdle of The General 
Billposting Co., Ltd., Sunderland, 


elected president and A. McFarlane 


of HH. Roberts Ltd., Middles- 
brough, vice-president, North- 
ern Poster Advertising Association. 
B. Sheldon, H. Crookes, and A. S. 
Newton re-elected to committee. 
F. M. McArdle and N. W. Brook 
of Rotherham appointed represen- 
fatives to technical committee, 
B.P.A.A. 


"Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4 
June 25, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, 


NEWSPRINT: FURTHER 
EASING ‘UNLIKELY’ 


Despite rumours of further relaxa- 
tions in newsprint supplies, under- 
stood official attitude is that in view 
of extra cost involved for imports 
there is unlikely to be any change in 
allocation for daily and evening 
newspapers. No news yet on restora- 
tion of printed contents bills. 


Bristol section of Association of 
Master Upholsterers, West of 
England branch, decided to sponsor 
full page ad. in “Bristol Evening 
Post.” Other advertisers to be in- 
vited to share page. 


Anne Price, P.R.O. with John & 
Johnson (Great Britain)  Ltd., 
joined S. C. Peacock Ltd. 


Saward, Baker & Co., Ltd., ap- 
pointed agents for Walter Carson & 
Sons Ltd., paint manufacturers. Pre- 
viously never used an agent. Initial 
campaign being planned for new 
emulsion paints. 


“Strange Worlds,” new British 
comic published by Sports Cartoons, 
on sale July 8. 


West London Galleries Ltd. have 
appointed S. V. Court Advertising 
Ltd. as their agents. 


(Phone: Chancery 8844.) 
establishment. 
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